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IGNORE 
TV BARBS 
FROM CRITICS 

Adiiicii -<a\ vicioii- ;»t- 
t;l(:k•^ l)V rritifi iii-<i(lc 
iiiuJ (tiJt-i«]f; of tra(lo 
arc (li-tf)rtr'<| and not 
likt'K to affect ()iililir 
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"Sight-draft" 
helps cut spot's 
paperwork maze 
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Are your 
commercials like 
radio's best? 
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Negro radio: 
dangers amid 
opportunity 
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Lmaikng li KING SIZED 

in the rapidly expanding WHEELING MARKET 



King-sized Industrial Growth . . . that's what's happening 
in the Wheeling Upper Ohio Valley Market. New and 
expanded plants and facilities, new people, new buying 
power, all mean new king sized sales opportunities for 
you. This growth is so rapid that market data figures com- 
piled six months ago are 
already obsolete. Let us 



show you the most recent statistics on the expanding king 
sized Wheeling Market and how WTRF-TV, dominating 
this area, can help you reach those king sized 
sales figures because of its king sized 
audience. Ask any Hollingbery repre- 
sentative/ or call Wheeling — CEdar 
1-7777 and let Bob Ferguson, VP 
and General Manager, or 
Needham Smith, Sales Man- 
ager, give you the entire 
story. 




I I 




Tha MOUNTAINEER, world's 
iargetl thevei, it ewnad by 
the Henne Coal Company end 
operated ol Codiz, Ohio, well 
within the coveroge area of 
WTRF-TV. II it opproximolely 
160 feel high, weight 5,500,- 
000 poundt, hat o 150 foot 
boom, ond a 92 fool dipper, 
moking il pattible to drop ilt 
overburden of 90 tont in an 
arc of 1 80 degreet, approxi- 
maleiy 290 feel owoy, ond 
return for onother load in 45 
tecondt. Campore the 
MOUNTAINEER'S tize with 
the averoge bulldozer along- 
tide il; olmoti like comporing 
WTRF-TV't audience with ilt 
next neoretl competitor. 



"o Station worth watching" 



WHEELING 7, WEST VIRGINIA 



wlrf'ffv 



reachii^l a market that's reaching new importance! 
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DIGEST OF ARTICLES 



The critics be dammed 

31 ^^ale« results, not artistic minority appeal, are measure of network tv's 
success, say admen, preilictin<; "safe future" for hulk of programinp; 



They cut spot's paper maze 

34 ^''gl'l drafts streamline payments for Sinclair Oil's liij; spot radio cam- 
paign; stations collect and Morey, Ilumm & Warwick saves 110.000 

Pr with ad tools 

37 That's concept hehind Aluminium Ltd.'s successful campaign to expand 
its market in the IT. S. Canadian firm puts 67% of hudget into Omnibus 

Check your commercial against radio's best 

40 analysis of those eight radio commercials which earned RAB awards 

for agencies at last week's ISational Radio Xdvertising Clinic in N. Y. 

The Negro market gold rush! 

42 Herschel Z. Deutsch ad agency blasts premise that Negro radio market 
is easy pickin'; per capita sales vary according to area, station coverage 
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In Upcoming Issues 

Spanish-language radio 

An analysis of how to reach the Spanish-American market: who buys 
the medium; tips on copy approaches; key marketing facts and factors 

Network tv box score 

Do you know where to go for the costs of network tv shows? Number 
of hours live and film on the networks? See the next Television Basics 
section in the 26 October issue 
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You're always 'on top' with 




J L. 

Channel 11 

LITTLE ROCK 



KrH\' has the highest antenna in the Central 
South — 1756' aho\ e a\ erage terrain I And that's 
only one of e'l^ht reasons \\h\ we do such a big 
job in Arkansas. 

I'he other se\ en : 

1. Oii-r 2-10,01)0 7" I' I lames 

2. CBS Affiliation 

3. Channel 1 1 

4. 316.000 Watts 

5. Ce)iter-of -State l ocation 

6. Superb Sew Studios 

7. Kiioii-IIoii Mana(^enieiit 

Ask \our Branhani man for the DETAILS on all 
these eight hl^ KTH\' facts! 



316,000 Watts Channel 



Henrv Clay, Executive I ice President 
B. G. Robertson, General Manager 

AFFILIATED WITH KTHS, LITTLE ROCK, ARKANSAS DEMOCRAT, LITTLE ROCK, AND KWKH, SHREVEPORT 



u 
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Now, it's 




New ARB report taken just 30 days after our move to 
full power shows an increase in every time segment for 

HUNTINGTON 
CHARLESTON 

the SELLibrated station 
of the Golden Valley 

(Central Ohio) 

\ 

CHARLESTON— Percentage Change I 





WHTN-TV 


STATION B 


STATION C 


NOON-6 PM 


+ 133.0 


+ 1.8 


-26.5 


6 PM-MIDNIGHT 


+ 141.0 


+ 9.9 


-24.0 


6 PM-MIDNIGHT 

(SAT & SUN) 


+ 129.0 


- 1.0 


-16.8 


SIGN-ON to SIGN-OFF 


+ 136.7 


+ 4.6 


-19.9 




HUNTIN 

WHTN-TV 


GTON— Percenta 

STATION B 


ge Change 

STATION C 


NOON-6 PM 


+ 17.0 


-10.0 


-15.0 


6 PM-MIDNIGHT 


+ 0.08 


-10.0 


+ 10.0 


6 PM-MIDNIGHT 

(SAT & SUN) 


+ 15.0 


-10.0 


+ 1 1.0 


SIGN-ON to SIGN-OFF 


+ 15.0 


-10.0 


-10.0 



Yes, WHTN-TV provides a new point of sale 1 ,000 feet above 
average terrain powered by 316,000 watts ... is the only 
station to put a Grade A signal over this entire booming market . . . 
the only full power station in this power-packed valley 
between Cincinnati and Wheeling. 

It's time now to SELLibrate with 

WHTN-TV . 

CHANNEL 13 ABC AFFILIATE 
HUNTINGTON-CHARLESTON, WEST VA. 



WHTN-TV 
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NEWSMAKER 

of the week 



nmii, hul t(i(trliiii(' mtalr llir lattsl siiini f'irniil iicus of llif 
tcrch. Simlnili, of /><•>• imi>t>rlttiiff in llic norld nl larfic also 
hud .sprrial itn iKirl on adiocii: (I ) il uns a draioalic rciiii iidtr 
of llic air media's (ibility to record the truly umuzio^i 
events of a roeUet uiie: and (2) il also sati^esled llial the 
I'. S. economy may be tihoiil to roand another corner. 



The newsmaker: 1!\ this week Sputnik \n\< c^tniiii-lKd 
itself as tiio most important rudio >tatioii of nil tiiiu". Vdiiicii. no 
less tiuiii otiiers. passed tlii()iif;li a period of wonder, and tiien. a^ 
the da\s j)assed. i)ej;an taikiiip aiioiit Sjjutnik from witiiin tiicir own 
husiiiess frame of reference. One fact and om* (juestion einerjieil. 

• Fad: i lie broadcast media again prt)\ ed it> incomparaiiiiitj 
in the fieitl of news co\era<;e. either in or out of thi> world. 

• (Question: What elTect will Sj)Utnik ha\e on the Vmerican 
i)usiness econonu ? 

Admen choosinp to answer tiie 
question speculated the Soviet 
satellite launching will loosen I . 
S. Government purse strings for 
scientific research and defense 
spending. And if that occurs. the\ 
reasoned, we nia\ see the end of 
the j)resent "lev eling off" phase and 
a sharp upward march of Inisiness 
expansion and spending. 

In lauding the I. S. hroadcast 
media coverage of Sputnik, ad- 
men tipped their hats to the rash 
of special programs hroadcast 

throughout the eventful first Sputnik davs and since. Tlii 
a partial sampling of network coverage: 

• AHC's radio and tv specials featuring interviews with rocket 
expert Willv Ley and Sen. .Mike .Mansfield. The Senator gave the 
first congressional viewpoint on the Satellite situation. 

• CBS" half hour tv round-up preempting Beat the Clock. Show, 
titled Sputnik- I. highlighted remote pickups from Hay den Planetar- 
ium, interv iews with missile and astronomical experts and A iew points 
from CRS newsmen in London and Moscow. 

• \BC"s broadcast of Sputnik"s cricket voice within 2':; hours 
after receipt of the Satellite news bulletin: the net s six minute spe- 
cial analy sis during Tonight and its Li-niinute j)anel discussion from 
Washington. An interview with Dr. Joseph Kaplan, chairman of 
the American Committee for IG^ . preempted the netw ork s Outlook 
tv presentation. 

And around the country, stations backed up their regular local 
news programing and bulletin coverage with a wide variety of spe- 
cial program material, in some cases scoring beats on their own. ^ 




IS ju^t 



Nothing 
succeeds 



An HdvcrtiHiT ()UtH hiH money 
where hi- getH resultH 
ol)viou.slyI Well, 1.0 of the 
most famous, successful 
and respected advertisers in 
So. Calif, and the nation 
have advertised on KNX for 
3 to 8 years continuously, 
consistently. The proof is 
in the putting. Knowledgeable 
advertisers, as always, are 
putting their chips on Southern 
California's •! radio station, 
the CBS 50,000 watt 

KNX- LOS ANGELES 
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• ••what a "Business"! 




card! 



So, nif^httime radio's (lend, is it? 

Just tnkc a look at the i)l national, rcfiional and local advertisers 
who say "it ain't so!" 

They're convinced that WliC's ''Program PM'^ can, and does, 
sell like crazy! 

We'll admit that lots of people watch TV, hut so do lots of 
people listen to nighttime radio . . . esjjecially when it's 
''PruMram PAP'. 

To t^et their ear, to prove that A'o Srllirif; Cumpaifin is Complete 
Without the WliC Stations, put ''Profjram PAP' to work for 
your product. Call A. W. "Bink" Danneuhaum, Jr., WHC Vl'-Sales, 
at MUrray Hill 7-0808 in New York, or your PCW Colonel. 



Mlen 



^°^--cou ' • sue, ''^'''s . 



EMBas. 



^""^f STORE ■ fifsr . 



-° -1 ^^^^^^^^^ 



'^ORE 



•moRs 
DEPT. 



^^Part. 

''^iTON 



RISERS 



lV8c 



i TDi 

^IRU^E 



'ME 



(Mo. 
SANc 



'S 



Pro 



'"or/OA 



'OOA, • SPEC. CO, 



pfti 



& Co, ■ sr/M ^^^'^OLET ^^'^Gs o ^^^Dberc 




l-UcKy cr /AvrcD ^'^'■STati: ' SUPER Co. 



Co. 



^'(=TURE 
CO. 



WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 





RADIO 

BOSTON WBZ+WBZA 

PITTSBURGH, KOKA 

CIEVEUNO. KYW 

FORT WAYNE. WOWO 

CHICAGO, WINO 

PORTIANO, KEX 

TELEVISION 

BOSTON. VSBZ-TV 

BALTIMORE. WJZ TV 

PITTSBURGH, KOKA TV 

CIEVELANO. KYW-TV * 

SAN FRANCISCO. KPIX 

WINO represented by AM Radio Sales 

WJZ TV represented by Blan-TV 

KPIX represented by The Kati Agency. Inc 

All other WBC stations represented by 

Peters. Griflm. Wood*ard. Inc 

MURRAY HILL 7-OS08. NEW YORK 



"Everywhere we go on the street, at 

meetings, at social affairs people 

coiTiinent on our new business and mention 



that they have heard about it every day 
on WMPS. We have been in business only 
about three months and already our volume 
is greater than we expected for the whole 



first year's operation. We attribute a 
great portion of this tremendous growth 



to regular advertising on WMPS." 



from a letter by the owner of Carl Carson Car and Truck 
Rental Company in Memphis (yes, the happy, satisfied 
gentleman at left is Mr. Carson himself) 




Radio Memphis 




has more local and national advertisers than 
any other station in Memphis and the Mid- 
South. Results have made it so! 



Keep your eye on these other Plough, Inc. Stations 

Radio Baltimore I Radio Boston | Radio Chicago 
WCAO I WCOP I WJJD 

REPRESENTED NATIONALLY BY RADIO-TV REPRESENTATIVES, INC. 
NEW YORK CHICAGO LOS ANGELES BOSTON ATLANTA SAN FRANCISCO SEAHLE 
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•ft'"/' 

news of the week with interpretation 
in depth far busy readers 



SPONSOR-SCOPE 



19 OCTOBER .Nlt(> i!:Mlin Ht;ii'tr<l ;i n>:il t«t:iti>t iral I )oiiii \ hrook vtitli iii«l<>|HMHl<Mit 

•P0N80R PUBLICATIONS INC. -^tntioiis tliis urrk: 

\s tlif network's ],„• Cullijiaii juil it to ^I'()^^()I^^C()I'I.: "Wr'Tr out to rxplotir 
tli«> iiiytli tliat tin' iiiilrix-iMlciit >4t:itioii r:iii 4lrli\rr tli<> lii<:<:«»<t ainliriirr for tlx* incr 
age iialioiMl a(l\ cii i-cr." 

W\C, IJadio lecoiilK ( iiiii|>i*-t*-ti an analvi- »'f .ludiciicf < unipu-ilioM. Im-imI un I'lil^t- 
(lata, for two of its ainiialrs. 

Vnordiiig to llie network, tlir pilot's >lio\> that l(K/y to ^>()9J of iiHlr|HMMl« iit-sta- 
tioii lisloiirrs arr lmi-ai:*"rs. 

So now a national profilr \>ill I»r «lrii\*n. 



Station i nm\ network [)co|)le \ isitiiig Detroit tliis week got tlie ini|)rrs>ioii that a 
ii«Mieral air of hnllisluirss p^^^ail•< among tlio auto niakrrs. 

riie inlerpretation thr\ place U|)om this: A continuation of l»i<i .sprn«lin^ iu tin- 
air media during the fir^t half of I9.'>8. 

This outlook is regarded as nu)re than mere guessimr. For Detroit iisuall\ doesn't tr\ 
to deliule itself or others about husinrss prospects. 



Of all the advertising giants, ihr one tliat's uiadr thr l»igprst ^^^iug to tlio air me- 
dia may Mel I he Lever Bros. 

In 1958 it ^vill he spending about 70% of it(< ad l)nd<:et that was. 

Two \ears ago the figure w as around 40*^7 -4.5 . 



Keporl.x of [)ending: aeeount shifts were particularK thi(k on Madison \\enue thi^ 
week. 

The two agencies most mentioned \Nere: 

J. Walter Thompson: About to land S~ million via two account.-, one in .New ^ ork 
and the other in Chicaso. Both are heavy in air media. 

Young & Ruhicnni: On the verge of getting a cigarette wlio^e bud-ret will more than 
make up for the loss of Kent (LorillardV 



Almost unnoticed in the fanfare over the tv season s openings is the fact that only 
three shows are heing produced hy advertising agencies. 

They are Kraft Theatre ( JWT) : Yonr Hit Parade (BBDO); and newcomer— Cluh 
Oasis f McCann-Erickson) . In terms of program costs thev add up to .$155,000 gross per 
week. 

Footnote: But even in one of these- Club Oasis \BC shares screen jiroduction credit. 

ISicIscn has run into a road!)!oek on a project that would show the comparative 
eost-per-lOOO of the same tv fihii series run as an original during tlie regular 
season and a?t a repeat in the summer. 

The networks are reluctant to furnish a list of the series that fit such sjjecifications. 

Nielsen has had several requests from advertisers for this comparative data. 
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SPONSOR-SCOPE continued . 



Wlial sort ()1 reHearcIi in needed lo lieigliteii excileiiieiil over spol l\ among 
advertisers? 

SPONSOR-SCOPE put that question to a media ilireelor in one of the giant soap- 
loilelries companies this ueek, and his suggestions were: 

1) Go to more advertisers using spot and offer to pay for researeli sliowing liovv 
mucii the vehicle has increased sales. Or— even better — single out advertisers who are 
brand new to spot tv to make a really sharp before-and-after comparison. 

2) Set up an exchange for spot success stories so that sellers will he encouraged to 
use them in selling the medinm as a v^iiole. 

3) Let sellers exercise enough ingenuity to turn down a campaign of, say, five spots a 
week and square up to the buyer Avith this proposition: "Yon know you can't move mer- 
chandise in real quantity with less than 25 spots a week." 



How close did the New York newspaper critics, plus Variety, come to apprais- 
ing the fall network shows in relation to the Trendex ratings? 

SPONSOR on page 32 boxscores the results. ITiough the data is not all-inclusive, it gives 
an interesting insight into judgment vs. statistics. 



Regardless of iiulividual iiiei it. the t\ network press deparlmenls are >UYe of one thing: 
The season's openings got a record amount of newsprint space. 

Newspaper advertising, iu turn, has benefited from the general tv hoopla. Networks and 
advertisers are spending more than ever to lure viewers into sampling the new 
offerings. 

Agencies and film syndicalors are due for a critical going-over at the 1-2 No- 
vember convention-seminar of the Broadcasters Promotion Association fat the Shera- 
ton Hotel, Chicago). 

Station promotion managers are expected to make this clear: The\ are anxious to co- 
operate with agencies and syndicators but frequently receive promotion material 
that stymies them from doing a good job. 

At still another seminar, labeled "Merchandising — Tlie Red Ink Invader or a Bugaboo," 
the advertiser who buys a $1,000 schedule and expects $1,500 worth of merchan- 
dising will be dissected. 

A Madison Avenue promotion man made this comment to SPONSOR-SCOPE about the 
scheduled critiques: It might be a good idea for the BPA to invite a couple of agency 
people to sit in on the promotion seminar so that thev can be put on the right track. 



Come January first Colgate won't be sharing Mr. Adams & Eve (CBS TV) with 
R. J. Reynolds because of a characteristic split — difference over commercial content. 

Reynolds doesn't think it cricket for a dentrifice (Colgate) to mention bad breath on 
a show co-sponsored by a cigarette. 

Mr. Adams' contract with Reynolds runs until next fall. 



Station equipment may replace film as trading material for barter time. 

A proposition already submitted to a metropolitan station goes like this: 

• The barter-time merchant would invest $150,000 in a new tower for the sta- 
tion. 

• In return for a stipulated amount of time, the tower would be leased to the station for 
five years. 

• At the end of five years, the station becomes the owner of the tower after pav- 
nient of SI. 
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SPONSOR-SCOPE continued . 



()\L'r tllL' lir\t riiu|ilc 1)1 \\ri-k-< AitN pi'CMltlrii I Itnii liiii ii will lie <'oiirciili-4iliii<; 

his |iilt'liiii<{ al iN»'>\ \ ork iircoiint iiini. 

On llic tlicDF) that tin- iiccoiiiiliiiiiii is tln' itiiI .Mi*. I nil iinirc \*ilh tin- trtisci . 
I!a>tiuaii is seltinj: up a srrirs of prrMtMitJilioii-liiiirlicoiis ;it ihr I iii\rrsil\ ('hih for in- 
rfumt groups from xarioiis New ^ ork aj;cnric<5. 

Tiiis wiM'k In- Mlartrii his sliiit >vilii ii »lrh-{;:itinii from IJHDO ( \*hi if. incitlru- 
lall), \\v appt-aicMl as one of the nulio network's ■.pokrsnieii h)r a ir\ irw of ihe f iiin-nl -tatus 
of the iiieiliiiiu ."i Oeloher M'ON.soK, pape 30). I'ln* l '> iiiiniitc' alloltivl him at that time eii- 
ahh'd him lo uet in oiilv the skeh-toii of his sIofa. 



I'lirliuT fines to llie iij;»'iiries* fluin^^in^ altilinh- lownrW i-iidio arc Iteiuf; InrnctI 
lip l»y ("llS's John Karol ami Frank IS'eshlll. cnrrcntlv on a |)re«cntali(>n ^winj; through 
tlie Midwest. 

This urek the pair reported: '\ \\v attendance and attitnde of llie a<;enr\nirn al lun( hi-on- 
|)resentalion nu-elinjis in Detroit and St. Louis were amazingly iMironra^iiij; as compared 
to a year, or even six months, aso. The turnouts iiivarialily iiirlndcd nol only a<icnry lop 
brass Init olirnts. 

NftwDrk radio sah-s this \*»'fk wrre on llir lijilil side, (ompjird to the ( onsist- 
ently lieavy hustle of the past two or three months. 

• iSlJC jtol a fivr-wfck order from Standard Itrands and a tVNo wirk llier from 
Lfver Bros. 

• CBS soltl a livr-minute sejunient for l26 weeks lo (!oin.->loek Food, a jiartii ipa- 
tion in Arthur Godfrey to Kniise Foods, and four additional segments to Best I'oods. 

• Another interestin<; note of the network radio week: Katr Sinllli soon will he do- 
ing an aoross-tlic-hoard stint for Mutual. 



CBS Kadio ?e»'s I his as the joh for \*)rt\i: 

Convincing its major advertisers that they once again should think of tlif medium in 
terms of continuing francliist'S. 

I'arkson is testing news :nid spots programs for Kreml (.1. II. William-) in sc\ - 
eral tv markets. 

Other Williams prodnets will he incorporated into llie three n«'lwork .-hows of 
I'harmaceiiticals. Inc.. which recentlv took over the Williams Co. 



By limiting its latest 1\ ?pot campaign for \\ inston to nine wtiek>, K. J. Keynolds isn't 
working on the "flight teeliniqne" principle now eonnnon in radio. 

Rather, says Eslv. the nine -week period represents a halaneing out with other media 
in the overall campaign. 

The new tv spot srheduN" mav cover as uian\ as ItHI market-. 



The filter hrauds will he shelling out millions of extra ad>ertisinfr dollars as 
soon as ihey can put a clinical halo on the wadding. 

They're all rushing into retooling the filter so as to overcome the skyrocketing sale* 
of Kent, which got a hig lift from the Reader's Digest series. 

Marlhoro (Philip Morris Co.) was all set to hreak a new print rampaign \\hpn uord 
came to Burnett to shelve the ads and make readv for a clinical theme. 



iVow it's the Washington and Oregon hroadcaslers who are end)urking on :i 
joint project to sell their states as a radio market. 

The radio broadcasters of Southern California got enmuragingK fine results from ^ 
similar eflforl a few vears ago. 
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SPONSOR-SCOPE continued . . . 



As e.xiJcctcd, AliC 'J'V^ is 8liupin<^ up its llieiiie soiiji; that network Iv ainlieiices are 
leveling nnl, and is using this music: 

N'ETWOHK 1957 AVKIUCK SHARK 1 950 AVERiVGK SHARK 

ABC TV 30.5^; 23.39? 

CBS T\ 36.9 42.7 

NBC T\ 32.0 34.0 

TOTAL 100.0 100.0 

ABC TV arri>ed at its figures this way: It took the 30 one-half hours of sponsored 
programs it has during a week and averaged up the scores, then it compared this average 
with the averages for all those commercial shows which the other two networks have oppo- 
site ABC TV's 30 spun^ored half-hours. 

Periods of comparison: October 1957 Trendex to date vs. complete October 1950 Trendex. 



The E(lsel-13ing Crosby-Frank Sinatra special on CBS TV last Sunday — accord- 
ing to IMadison Avenue opinion — might have out-rated Cinderella if It weren't for the 
first half opposition from Maverick (ABC TV). 

As it was, the Edsel flash drew a 40.8 Trendex. Cinderella had 43.3. second onlv to the 
original Peter Pan's 48.0. 

Carlos Fraueo has taken over Forjoe's tv operations with the title »)f e.xeeu- 
llve v.p. 

Among his initial steps will be the appointment of a re?earch director and a promotion 
manager and the establishment of a separate sales staff for tv. 



Tiuiebuyers will gel the low down on how Benton & Bow les engineered the 
deal which made Bristol-Myers an alternate sponsor of General Foods' choice 
I.D.'s in some 80 top markets at a KTES seminar 14 JanuaiT. 

Dave Crane, B&B media ^ .p.. will blueprint not only the incchanics of the operation 
but how it worked to the benefit of both advertisers. 

Footnote: Newman McEvoy. C&W media director, (juestioned the validity of the GF 
maneuver in a blanketing letter to t\ stations; the answers he got led him to this conclusion: 
"Many stations and representatives have blindly accepted the blandishments of 
the interested parties.'" 

Gulf Oil soon will be heading back for network tv, this time via newscasts. 

Y&R made the recommendation. The likely choice is John Dalv on ABC T\^ 



Though CBS Kadio leads in program ratings, NBC Radio's advertisers domi- 
nate in the accumulative homes delivered per campaign, says Neilsen's latest report 
— with a loud amen from NBC. 

For an average week, seven NBC advertisers got more accumulative homes than any CBS 
advertiser. Over a four-week period the first four advertisers with most homes delivered 
also were on NBC. You ran expect NBC Radio to be talking this up. 



McCaun-Erlcksou this week cranked up an intramural (Irive to prevail upon 
air media as a whole to accept the principle of a 2% cash discount. 

The agencv's media people have been asked to talk up the subject in their contracts 
with sellers. 

For other news coverage in this issue, see Newsmaker of the Week, page 5: 
Film-Scope, page 67, Spot Buys, page 44; News and Idea Wrap-Up, page 73; Washington 
Week, page 85: SPONSOR Hears, page 88; and TV and Radio Newsmakers, page 94. 
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Voii iiiiiy i-(Mii('iiil)('i- rcadiiiir in this ^pm-o Im^i luoiitli llud WTIX coiit rnllcd hut '-''J 
I'uisc ([u.-irtcr liours. 

.Vow WTIX is first ill '/// I)ut 7 of Xcw Orl(>;iiiN' 'Jss dnyt iiii<' I'iiInc (|ii;ii-tri- Imhu-^. 
M(>iul;iy tlii-onj^li Satiinhiy. 

So yon can sec there's hcM'n a L'reat iiiiprovciiiciit. 

Other ehaiij^es for the Ix'tter: WTIX first phice Hooiier now ii]> to "24. -T, (Aiiiriivt- 
Septeinber'). 

WTIX fir^t phice IIoo])('r f|nart('r lionrs : 2 )() out of 220 i .F nne-Septemher . 

WTIX first plaee Pulse: 21.1',' (.Inly-Anijr ist. Monday tliroiiLdi Saturday . 

r>nt enonirli of onr fijrui-es. Let's talk ahon you and how Storz Station pro-.' ram mini: 
exeiteiuent can help yon in Xew ()rl(»ans. 

Ask Adam Vouu<Tr . . . or WTIX (Jeneral .Maiiai.'er l-'red I'.crt helson. 

WTIX 

firsf 0)i(] (jdtinii firsto- in 
11 xtatioii 

NEW ORLEANS 




WD6Y Minneapolis St. Paul 

REPRESENTED BY JOHN BLAIR & CO. 

WHB Kansas City 

REPRESENTED BY JOHN BLAIR CO. 

WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 

WQAM Miami 

STORZ, PRESIDENT . HOME OFFICE: ^^^g^^JEggAg^^ represented by john blair i CO. 



The smaller radios get. 

the larger radio gets. 




WMT 

CBS Radio for Eastern Iowa 

600 kc 

Mail Address: Cedar Rapids 

Nauonal Representative: The Katz AqeiK\ 



t1 



J- 



1150 KC 



I 



o o 




Why 
should 
Ibuy- 



'^•'•'aiis*' i"f 1^ 
^^^^^ yt':ir. 



U.oauso Klamath Hasin s 
..eonomy I. halanecl 

,„.rk.man>hil.. We hi« 
hard for asriciiUiiie, 
in.lu.trv, a.ul . ..mnu rce. 



SOUTHERN NORTHERN 

OREGON • CAUFORNIA 

''money mapkeljs" 

Best Buu 

KLAtAATH FALLS, OREGON 

Ask -tUe KAeeWer Co. 



5000 W 



ir. 



Timebuyers 
at work 




Ed Fonte, Thf J()sej)li Kal/ Ageiic), New York, diieclor of media, 
points lo llic cliarige in radio programing over llio last 10 jears, 
from varicl) shows lo much music-and-news. "This t\ jje of jjrogram- 
ing was radio's answer to l\ fare that didn't require audience-ron- 
cenlralion. that enabled listeners lo ronlinue whatever the\ were 
doing at home, in the car or at the 
j)ark or heach. Result : AHF in a 
recent survey reported that radio 
sales increased sharply in sj)ile of 
Iv. Ihis indiome audience plus 
the oul-of-home audience devel- 
oped a larger wedge for the ad- 
vertiser — especially during earl\- 
morning and late-afternoon peri- 
ods, when the listeners had little 
time for t\. Other time segments, 
however, lost ground to tv — and 
radio's problem today is to at- 
tract large audiences to the entire broadcast da\ . Many stations 
have ahead) taken jjositive steps — such as featuriug mood music 
during heav) tv hours. They must also attract advertisers to all 
broadcast hours — and it would help if stations realistically adjusted 
their rates, prepared standardized cov erage maps, invoices, etc.. and 
expanded their merchandising facilities available to help the client." 



Ed Ratner, Friend-Reiss Advertising, Xew York, says: "Most time- 
buyers are familiar with the latest rate cards and keep up on the 
various "6' and '12" plans and saturation schedules. But, in my 
opinion. To"^ i of the buvers — particularlv at the larger agencies — 
have no idea of what commercial or even vvhat type of conmiercial 

will be used in the time jjeriods 
they're buying. Some buyers feel 
that it doesn't make any difference 
what the commercial approach is 
as long as the\ know the product. 
But 1 sa\ it makes all the differ- 
ence in the world. Last year, for 
example, an agencx bought time 
^^^^^^ on kids" programs for a line of 
^^^^^Kk children's shoes. Logical? Not at 
Tm* ^^^^^^^^ all. The entire conmiercial pitch 

lent and wouldn't suffer the usual 
wear and tear: it wa? directed at adults and was slanted wa\ ;ibove 
the small-fry audience. Other limes I've seen to\s on the Late Slioic. 
not loo bad an idea basicalh since Mom and Dad buv toys: but the 
copy angle was directed to a 5-\ ear-old mind. Obviously, the buver 
should he let in on the commercial tv is too expensive for this 
kind of waste and il can be corrected willi a little forethought." 
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in Wisconsin 

• Programming the BEST of all three networks, ABC, NBC 
and CBS. 

• A single station market in the heart of Wisconsin . . . 
covering twice the population and twice the area with 
our new 1,000 foot tower with maximum power. 

• Serving the giant land of 3/4 million people and two 
million cows. 

WEAU-TV 

Claire, Wiaconsin 

SEE YOUR HOLLINGBERY MAN 
in Minneapolis, see BILL HURLEY 
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by Joe Csida 



RANKS 

11th 



IN THE NATION 

in per family income 
($7,339.00) 



Source: 1957 Survey 
of Buying Power 



COLUMBUS 

GEORGIA 



3 county metropolitan area 

USES THE LOCAL 
& NATIONAL FAVORITE 

WRBL 




TELEVISION: 

COMPLETE DOMINANCE 
• MORNING • AFTERNOON • NIGHT 



FIRST IN 



97.3% 

Area Pulse — May, 1957 



RADIO: 



LEADS IN HOMES 

DELIVERED BY 



OF ALL 
QUARTER 
HOURS 



55% 



Day or night monthly. Best buy 
day or night, weekly or daily, is 
WRBL— NCS No. 2. 

WRBL 

AM — FM — TV 
COLUMBUS, GEORGIA 



CALL HOLLINSBERY CO. 



Sponsor 





How[;to5"catch" an audience 

too many columns ago 1 Ijewailed the fact 
that these pieces, like the outpourings of man) 
another regular writer, are often misunderstood, 
and are thus the unwilling cause of making peo. 
})le unhappy. 1 should have pointed out. and do 
so now, that just as often words uttered here 
hring a hit of joy to a reader. We"\e had at 
least two such instances in recent days. Polly 
Haddad of Radio Station WORL in Boston writes: 

". . . we were most pleased and gratified to see that you included 
a description of WORL's new '950 Cluh" programing in your recent 
column . . . we do not believe that we are the first station to use 
the "every star featured for 15 minutes each" variation on the Music 
and News format. We understand it's being done somewhere in 
Pennsylvania, but not for the entire day, just a portion of it . . . 
WORL is, we believe, the only station using this style of programing 
all day long . . . we also believe that WORL originated what we call 
a brand new concept in programing, and that is the "Music in 3 
Dimensions idea contained within the '950 Club' format — which in- 
cludes music of the Past, Present and Future. . . . Here is how we 
work the 3-D style into music: Within each fifteen-minute segment 
devoted to one star, we include that particular artist's current big hit 
(Present), then his brand new release (Future), and two of his 
great oldies (Past). In cases where a star hasn't had any recent 
recordings we play fifteen minutes of his old 'standards.' and pass 
off the entire segment as part of the Past. . . . Thus the listener gets 
the top hits, and also a good share of that never-dying commodity 
the world calls nostalgia. We at WORL realize that everybody grew 
up on certain songs, vocalists, bands, or what have you. But who 
hears them any more with today's general radio policy of just hits? 
We feel that human nature craves that solidifying element of the 
Past, because it gives more meaning to the Present and Future . . . 

Don't uiulerestiinate noslalgia 

I had raised the question in my comments on the WORL format, 
that there was a considerable risk of losing listeners, who might have 
a great aversion to one of the artists coming up for a fifteen-minute 
segment. To this. j\Iiss Haddad replies: '". . . in ans\\er to your ^ery 
natural opinion that perhaps, if the station is playing a fifteen- 
minute segment of an artist the listener doesn't like, he may tune out. 
remarkably enough, we have found this true in \ ery feu cases. And. 
when this happens, we ha\ e learned that the 'curiosit)" element gets 
them back, for at the end of that fifteen minutes, the) return to see 
who the next star is going to be. . . .'' 

Sounds logical enough, and Miss Haddad then goes on to say that 
the new formal drew 4492 pieces of mail the very first da) it was 
launched. She quotes from quite a few of these, and points with 
particular pride to one which the stations will use to make its j)ilch 
to ad\ erti?eis and agencies. This sa)S ... "1 feel like bu) ing more 
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UP 

54% 



Monday from 15*8 

"Twenty One" to 24,3 



June ARB 
Aug. ARB 



UP 
11% 



Tuesday 



'News" 



from 14,9 

o 1 6.5 



JuncARB 
Aug. ARB 



55% 



Wednesday from 
"Navy Log" fo 2 1 .9 



June ARB 
Aug.- ARB 




W Of Both Metro ARB Surveys 
4 Affer 720 days of operafion 

IN 

THE GREAT CHARLOTTE MARKET! 



38% 



Thursday 13.7 
'News-Weather" to | 8.9 



June ARB 
Aug. ARB 5 



44.8% increase in 
share of sets-in-use 
Men. thru Fri. 
9 a.m. to midnight. 



Friday 
"On Trial' 



from 1 3 93 

24.6 



JuneARB 
Aug. ARB; 



WSOC-TV 



H. R. Representatives Inc. 
F. J. Representatives Inc. 



Nationally 
Atlanta 



Larry Walker — President and General Manager 
C. George Henderson — General Sales Manager 
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Sponsor backstage continued 



the key station in 

MICHIGAN'S=^ 
MIGHTY MIDDLE 
MARKET 

with a 24 hour schedule and 



5000 





IIVEIY WATTS 



W 



has over twice the number of 
listeners than all other stations 
combined in 

(March-April, 1957— C. E. Hooper, Inc.) 



LANSING 



r 



contact Vernard, Rintoul & McConncI, Inc. 



*17 Central Michigan 
counties with 
$1,696,356,000 
spendable income. 




K I 



ijf llie tliiiij;> )(ju ad\erlis;e now. because I feel that the disk jockey 
who is sclHiig the product speaks iny own hinguajie. Besides the 
new ones. h(? s plaj iiig the records I was dan(-ing to 10 years ago. 
We must he of in\ age group, therefore I feel he knows and under- 
stands ui) needs and desires much heller than those other stations 
lhal |)hi\ only for the teenage tastes . . 

Our Jack Paar pieces made Jack and the folks on the show happy, 
but a|)|)arenll) the\ made our old hudd\ Bill Coodhearl. vice-presi- 
dent in charge of television network sales at iNBC e\en hapjjier. 
Bill wrote: ''I alwa\s knew )OU were a great gu\ — a loyal friend — 
and a big booster — now V\e got to add the words 'astute and dis- 
cerning' to nn description. Thanks a million for the column about 
Jack I'aar. You know how nuich it means to us and helps us sell 
li\e \'s. fdm. ^ Our lielj) has been \er\ inijiortant to us and we ap- 
|)reciale it very much. . . 

I cook, too, Bill. 

WVrc sated wilh surveys I 
And sj)eaking of live \s. film 1 was anmsed in the past several 
weeks l)\ a nundter of sur\eys and studies. W'OR-I V. here in New 
\ork, which runs a rather hea\ y and successful schedule of feature 
film stanzas had the Alfred Polilz Media firm run a study of the 
attitudes of people toward feature film programs carried in the New 
York market. Much to the amazement of no one at all the study 
showed that 75.6fr of the 1000 people questioned like movies just as 
much or more than other kinds of tv shows. About half of that 
|)crcenlage found feature films more enjoyable, and the remaining 
half just as enjoyable. of the 1000 watched feature films 

several times a week; ]9.2^i about once a week; and 21.1% •watch 
occasionally. Generally speaking, the study showed that features 
are watched In nearU e\eryone in jVew York, some "o.S^ accord- 
ing to Polilz. 

Television Programs of America made a study, too. on the com- 
|)arative strength of syndicated film series vs. network shows. TPA's 
astute public relations boss, Jerry Franken, used the top 22 markets 
in the nation, as per the Pulse National Spot Film Summary, as its 
basis for comjiarison. Taking the IB months from January, 1956 to 
October. 1957, the web casually rale was found to be SS'^t. In 
other words onl) 42*^ of the shows, which hit air in 1956 were 
still around in October, 1957. For the same year and a half Pulse 
listed some oO sjndicaled series running in earK 1956. of which 52. 
or about 03'^ ( sur\'i\ed. 

We talked last week about the Jack Paar T onighl, and the Dick 
Clark Bandstand live successes on \BC TV and ABC TV resj)ec- 
lively, so the Csida Study of Programing is happ\ to report that 
most people like feature films, syndicated series and ^or li\ e shows 
de|)cnding on bow good an\ of them are. Surve\s will probably 
indicate that for the past week (as this it written) a nund)er of peo- 
ple e\en watched the World Series between the New York Yankees 
and the ^lilwaukee Bra\es. To smart agencies and advertisers the 
moral is a sim|)le one: A good show of any kind will get a respon- 
sive audience. Trick is to keep alert to the good ones as they de- 
\elop, and gel in fast. ^ 
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Here's the Most Effective Way to Sell This 

$2 Billion WSMpire! 

Within the SI County S2 bilhon WSMpire, SO^'o of the one-half iiiiHion lionies 
are tuned to WSM on an average clay. 

In order to partially approximate this daily iinduiilieated WSM audience, you iinist 
buy at least 3S leadinj;, local Tennessee, Kentucky and Alabama stations. How 
about cost? Here are the facts: 

UNIT OPEN RATE 312 RATE 

38 Stations 1 Min. $164.00 $122.00 

WSM 1 Min. $ 50.00 $ 38.00 

In short, WSM can deliver more audience, at less than one third the cost, in one of 
America's most si^jni/icunt markets. And — WSM also delivers a bonus day-time 
audience outside the WSM/)irc which is e\en larf^er than the audience for which 
you /)ay. 




There is a difference... it's WSM radio 

50.000 WATTS, CLEAR CHANNEL. NASHVILLE • BLAIR REPRESENTED • BOB COOPER, GENERAL MANAGER 
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I 



29 BILLIOh 

I 




DOLLARS! 



SPENT 

IN STORER MARKETS 
IN RETAIL SALES 
IN 1956"^ 

Retail sales of 29 billion . . . 
and so easy to influence on 
radio and television stations 
owned and operated by the 
Storer Broadcasting Company. 




STORER BROADCASTING COMPANY 



WSPD-TV 

Toledo, Ohio 



WJW-TV 

Cleveland, Ohio 



WSPD 

Toledo, Ohio 



WJW 

Cleveland, Ohio 



WJBK 

Oelrail, Mich. 



WJBK-TV 

Oelrail, Mich. 

WAGA 

Allania, Co. 



WAGA-TV 

Allanta, Co. 



WVUE-TV 

Wilmingfon, Del. 



WIBG 

Philadelphia, Pa. 



WWVA 

WheePing, W. Vo. 



WGBS 

Miomi, Fit 



NEW YORK— 625 Modlton Avenue, New York 22, Ploio 1-3940 
SALES OFFICES CHICAGO — 230 N.Michigan Avenue, Chicago 1, Fronklin 2-6498 
SAN FRANCISCO — 111 SuMtr Streel, Son Fronciico, Suller 1-8689 



*1957 Sales Management "Survey of Buying Power" 



i\eus and vietvs for tvomen in 
advertising and ivives of admen 



Women's week 




WMAR-TV 

iMiiryLuuTs Pioiurr 

li'lt'Visiou SUilioii 
now cclchr.irinii its 

1 0th 

Anniversary 

h\ prcscntinti 
CBS-rX' Network 
Show 

THE 
BIG 
PAYOFF 

;)'///' Bess iM\'crson 
R.nid\ iMcrriman 
.iiid rhc entire cast 
Jroiii Biillinioirs 
5th Ri-oiiiu'iii Armory 
October 21sr thru 25rh 




SUNPAPERS TELEVISION, BALTIMORE, MD 

TEIEVISION AFFILIATE OF THE 
COLUMBIA BROADCASTING SYSTEM 
Represented by THE KATZ AGENCY, Inc. 
New York, Detroit, St. Louis, San Francisco, 
Chlcogo, Atlonto, Dolloi, los Angfttes 



I 



W'lio IxM-onn's a president? A puv])risin<: nuinl)er of company 
])r('si<lenls, according to an American Management Association sur- 
\e\ of 335 member company presiflentp, are Horatio Alger successes. 

• Some ]Mesiflents started as coal miners: others as office bo\s, 
machine operators, sales clerks, foundrynien, or laborers. 

• Most presidents started working on a fuH-time job by their 
carK twenties: many started in their teens. 

• Most have been with their present companies for more than 
1.1 \ears. 

• Eight out of 10 attended college, se\en out of 10 graduated, two 
out of 10 went to graduate school. In general, the college men are 
found among the "vounger company presidents, allh<mgh not all of 
them actucdl) graduated because of militar\ ser\ ice. 

• Bachelor of science degrees oulnundier bachelor of arts degrees 
b) 50/^, iind most of the major subjects these company presidents 
studied were technical. In spite of this fact, it's interesting to know- 
that the overwhelming majority of them reconnnend a straight lib- 
eral avis program for \oung men planning executive careers. 

Is psychological testing anti-feminine? Speaking before a recent 
meeting. Dr. Daniel Bvower, consulting ps\ chologist to manage- 
ment, told the League of Advertising Agencies mendjcrs that more 
than of American corporations today employ some form of 

])s\chological testing, compared with 10^ prior to World War II. 
Not only are more and more ad agencies joining in this practice, 
but such testing will also become an increasingly important factor 
in promotions. 
Its ])uv]jose? 

To screen out iipplicants for competence and emotional fitness 
prior to hiving, with tests for men and women differing in some 
areas of inter]ivetation. 

KDAL-'rV*s liuly sales manager: Elizabeth Daniels first got into 
advertising at Powers Department Store in Minneapolis because of 
the wa\ she wrote. But she climbed up into becoming a radio pro- 
gram personality through -what she wrote. 

Today, as a top tv saleswoman, "Liz" has this advice to offer to 
any tv salesman, male or female: 

1. Don't underestimate the power of the medium. 

2. Do not sell against other media: sell on the merits of \ ours. 

3. Make vour call w ith an idea in mind, present the idea, and al- 
wa\s ask for the order. 

4. Have a positive approach. 

5.. Put forth 10' r more effort every day and \ on can"t help but 
get the business. Selling tv requires a minimum of eight hours of 
thought and effort dail\ . 

6. L^se success stories of other advertisers to establish your 

medium. 

7. Sell ever\bod\ in the story on tv— the man in the ])residenl's 
chair and the man who sweeps the floor as well. Talk to every- 
l)od\-. Be enthusiastic. Inform them of what is new. 
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the more you compare balanced programming, 
audience ratings, coverage, or costs per thousand— 
or trustworthy operation — ^the more you'll prefer 

WAVE Radio 
WAVE-TV 

LOUISVILLE 

NBC AFFILIATES 

NBC SPOT SALES, EXCLUSIVE NATIONAL REPRESENTATIVES 



WFIE-TV, Channel 14, the NBC affiliate in Evqnsville, 
is now owned and operated by WAVE, Inc. 




(SORT| OF A SUCCESS STORY) 



r 



K TTV has a new real estate show. It's called "Open 
House." Builders and developers buy time and sell houses. 



errific idea 



O 



ne problem, though. We can't keep a sponsor 
on the show. 



I 



t sells them out of houses too fast. 



It's really our fault. Some ambulance chaser in the 
sales department had the bright idea of an escape clause 
for any sponsor selling all his houses within four weeks. 
So, we're losing sponsors right and left. 

We don't like to bother you with our problems, 
but we would suggest as follows: 

If you've a product — not just houses, 
but any product that's in normally long 
supply— something you won't run out of 
in four weeks or so — put it on KTTV. 

^^ur Blair-TV man has the necessary contracts with the 
4-wcek escape clause carefully inked out . . . 




Los Angeles Times-MGM 
Television f ^ 

Represented nationally by BLAIR-TV 




49 th a III 
Madiso 



Touche 

I his is a testimonial — supporting a 
statement made in one of your own 
advertisements about your publication. 
You say. "It's read from cover to cover 
because tliere's something of interest 
and value on every page." 
I i Of interest and value on page 36 of 
. /■your September 21 issue I found an 
I article tilled "This bank isn't afraid to 
sell. ' There's just one error in this 
informative piece. The institution de- 
scribed is not a bank. Rather, it's a 
savings and loan association. 

A banker client and I have one w ish. 
Before you, your writers and your 
readers choose a depository for sav- 
ings, we hope you'll learn the distinc- 
tion between the two. You'll find there 
is a difference. 

Anyway, you're right on one score. 
I read the issue from cover to cover — 
including the advertisements. 

Robert F. Leren 
BBDO 



Film-Scope 

It is not often we feel prompted to 
write what might be described as a 
"fan" letter, and yet we do feel that a 
word of conunendation should be 
dropped your way regarding your very 
excellent "Film-Scope ' section. For 
succinctness, insight and pertinence, 
this column has no peer. 

Put into a nutshell; many thanks for 
sponsor's continuing efforts to bring 
clarity into an extremely complex busi- 
ness. 

Gene Feldnian 

Derel Produ<:ing Assoc., Inc. 



On-the-road selling 

In your "Sponsor Hears" column of 
September 21, we noted that "A Madi- 
son Avenue agency is mulling a new 
me for old-line radio personalities. 
It would put them on the personal- 
appearance circuit as entertainers and 
goodwill ambassadors. Their main 
function would be to attend sales meet- 
ings at the grassroots. All this is 
based on the premise that everybody 
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Omaha's Only 
Early Evening 

Movies 



are seen* on 



at 



9:35 



PM 



Audience-Holding Hits from ... 

• Warners • RKO • 20th Century 
• Columbia • Selznick 

Take time to wind-up a complete sales 
picture in Omaha and mainspring profits. 

Full minutes available now! 



OMAHA WORID HERAID STATION 

Eugene S. Thomas, Gen. Mgr. 



* See the 
nearest ||||J 




office for 
the story 
on actual 
comment.?. 




Omaha's 



basic 



a 
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RATINGS 
GROW TALL 
IN 

SAN ANTONIO 



. . . on KONO, 
that is! 

Yep. . . fhe latest ratings put KONO 
Radio head and shoulders above 'em 
all in San Antonio in lisfenership as well 
as listeners-per-dollar. 

But our head's not up in the clouds. . . 
re plugging away to build our 
ience bigger and bigger — with 
music and news that acfiVe, buy- 
South Texans want. 

If you buy by ratings . . . buy 
KONO. If you buy by results of 
salesmanship . . . buy KONO . . . 
the South Texas station with 
audience and selling power. 
Get facts — see your 

H-R Representative 
or Clarke Brown man 



860 kc 5000 watts 




ONO 



SAN ANTONIO 



RADIO 



likes to get acfjuaiiited with a 'name . ' 

W'e at WCAU radio would like to 
state that we re past the "mulling" 
stage and have just successfully com- 
pleted a 13-\veek stint of our "Cinder- 
ella Weekend" on the road. 

These "on-the-road" remote broad- 
easts were well organized personal ap- 
pearances — WCAU radio personaIit\ 
Bill Hart, accompanied by a complete 
crew : a director, an aiunjuncer, a pro- 
duction assistant, and the necessar\ 
engineering and prop crews were a 
part of each of these remote broad- 
casts. 

In ])iesentiiig these programs at 
various business locations, WCAU ra- 
dio accomplished Iwo purposes: fl ) 
gathering together a large "live" audi- 
ence in each spot and (2) by broad- 
ca.-ting directl\ from the stores, the 
respective salesmen were in reality at- 
tending a prepared sales meeting and 
were able to note the tremendous draw 
•which "Cinderella Weekend" has in 
the Philadelphia area. 

Barbara Haddox ^ 
director, press information 
' IFCAU, Philadelphia 



I Trade facts for the public 
SPONSOR sparked our September adver- 
tising campaign! 

WT\'X-TV. Columbus, thought that 
the viewers might be interested in 
knowing just how much money was 
spent to produce the shows which they 
view e\ery evening, so in our Septem- 
ber new spaper promotion, WTVN-T \ 
devoted a large portion of space to 
informing the Central Ohio viewers 
of the cost of an evening's entertain- 
ment on Channel 6. 

To accomplish this mission we 
counted on the production costs pub- 
lished in SPONSOR. First we looked up 
the production costs of the major eve- 
ning ABC network shows which were 
to appear that night. Then we added 
production costs of the syndicated 
shows which were scheduled in the 
same time segment and added another 
$100,000 production figure for the fea- 
ture movie that e\ening. 

We have received many calls and 
letters in response to this campaign, 
and we thought \ ou might be inter- 
ested in letting other SPONSOR readers 
know about this highly effective pro- 
motion. 

Don Hardin, 

promotion, publicity director. 
WTVy.TV. Columbus, Ohio 
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three success stories which keep 

The BARTELL GROUP 

FIRST W/K)4 

(and always) 
FIRST 

in ratint'S e\erywhere 

FIRST 

with the whole family 
(ielivering a richer audience composition 

WOKY Milwaukee FIRST 
^WAKE Atlanta FIRST 
KRUX Phoenix FIRST 
KCHQ San Diepo FIRST 

and p:oing up. up, up, newest Bartell Stations 

WILD Boston and WYDE Birmingham 

(RatchoUicr avails will triple their value in GO days.) 

$evit^ It... attd Se£t It 

Sold Nationaily by ADAM YOUNG, Inc. 

for WOKY, The KATZ A(jency 





AMERICA'S FIRST RADIO FAMILY 
SERVING 10 MILLION AMERICANS 
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Know 
Charlotte 
by the 
company 
it keeps 

Major distribution center 
of the Southeast, Charlotte 
records 1956 wholesale sales 
at $1,327,633,000.- A 
comparison with your selection 
of the "first fifty markets"t 
should result in an appropriation 
for Charlotte. The record 
also shows WBT Radio 
exceeding nearest competition 
in total audience by 711% 
(NCS #2). 

tStandard Metropolitan Area Population 

'Source: Census of Business, Dept. of Commerce 
(Pub 1956) 

Charlotte $1 ,327 ,633 ,000 • Birmingham 
9 1 ,202,769,000 • Louisville $ 1 ,191 ,095,000 
- Columbus $987,909,000 • Richmond 
$852,924,000 

Represented Notionolly by CBS Rodio Spot Soles 




CHARLOTTE, N. C. 



Broadcahti.vo COMPAN~y 





SPONSOR 

19 OCTOBER lO^-" 




THE CRITICS BE DAMMED! 

They're [)r«'iiiature in judjziiij; the tv j^eiison ami thus far out of 
ste[) with first ratings, a(hnen *iay. They counter (h)oni [iredietion- 
with fact that tv to(hiy has (1) three stronjj; networks: (2) more 
total audience; (3) «;reater choice of net and local projrraniinjr 



I f network lrle\ ision attracts the big- 
gest total audience in its history this 
season — as it probably will — the critics 
who cover the niediuni for the nation's . 
newspapers are unlikely to write blush- 
ing apologies. Tlie\ ha\e done tlieir 
best to cry panic as this tv season un- 
folded. But few seem concerned with 
whether they are outof-step with the 
American public. 

Professional television people at 
agencies, at the networks and within 
client organizations have generally dis- 
missed tv's critics as: (l) unable to in- 
fluence ihe public to an\ extent and 
(2) ill-trained for constructive analv- 
sis. This year, however, there is grow- 



By Evelyn Konrad 

ing concern among t\ s [^rofe^sional^ 
over the degree to which a fe\N in tv 
itself are prone to reflect tlu' pe-^si- 
mism of the critics. K\cn I ariely has 
begun to wail niournfulK. burving 
the season as hopeless before it has 
started. 

"Suddenly, people who should know 
better think it's smart to take a poke at 
the medium." the tv director of one of 
the top 10 agencies told sI'O.nsOR. 
■'The} re not seeing tv as a mass me- 
dium, an advertising medium, as we 
nmst think of it in this business. The 
pity of it is that an atmosphere of 
panic may l>e created artificially." 

The professionals, particularly at 



agencie-'. -ice the ts reason thi-^ wav : 

► It's far too early to predict audi- 
ence reaction to the season a-^ a whole. 
Hut the earliot Trendex ratings on the 
new shows are comparable with the 
level of ratings last vear. not lower. 

► Aiuliences u iU continue to he .^plit 
mure eienly aiiionc: the three nets, be- 
cause at ^^l{"s tv v.p.. Rob .Monntain. 
puts it. "programing has become 
eiiaalizefl." The chances of getting 
ratings in the SO's or even 20"s are 
>linnner than in previous vears. Most 
agnricy tv directors agree that a client 
who's getting one third share of audi- 
ence is doing well. But compared to 
other media tv is still w«\ ahe-ad. 
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► \('tu()rli tv is as pouerful a sales 
niciliiini as it has o\or hooii, accordiiij; 
In ilip pros. Eaili<'>t lesoarcli roporls 
at ^ ^vH. for iiisltince. iiulicate that sets- 
iii-iise are still climhiiig up. Tho aii- 
lici])ali<)ii is ihorefore that cosl-j)t'r- 
1.000 is not s])iraliiig. It vill he 
\\at( lied earefiilh however. 

► Total Ir (iiidieiirc has increased over 
lasl year. The Treiidex sets-iii-use fig- 
ure- for the first week in Oetoher 19.i7 
show a definite elinih over the conipar- 
ahle week in 19.56. Taking 7:30 to 
11:00 J). in. as the hase lime. Siindav 
night iiii])rove(l 11 'v. iMoiida\ 9'^( . 
Tnesda\ b' i , W'ediiesdav 9%. Thurs- 
day. 2' t . Saturday l'(. Only Frida\ 
night decreased. h\ I'i. hut research 
("\])erls j)ut this decrease down to a 
religious holidav. 

Tolalh the elinih rej)resents a 5*^? 
increase in sets-in-use. 

These earl) figures indicate thai, 
while llie audience might he divid(Hl 
more e\ enh among the three networks, 
there's more total audience to go 
around. 

► Conversion of vieicers into sales is 
expected to be higher than in previous 
\ears h\ many of the top agency t\ 
heads. The reason: Commereial tech- 
iiicjue- have improved steadily. Some 
j)oiiit out that the type of "escape" 
])rograming like Westerns and iion- 
jjsvchological sus])eiise and mystery 
shows that are so prevalent this vear 
make hetter commereial vehicle? than 
the heavy neo-realistic drama that the 
( ritics tend to favor. 

► U esterns are expected to continue 
strong through the year. .Many feel 
that the ])ro])ortion of Westerns to 
<)\er-all programing had heen very low 
in \ears j)re\ious and that they ve just 
found their own level this year. '1\ 
has alwa\"s had c\cles of program pop- 
ularity. The jjroportion of Westerns 
iiia\ droj) again next fall, after some of 
the ^\eaker ones lune died out. 

► Singer-variety shoivs may be more 
vulnerable, is the consensus. Say the 
specialists: Few of the singers appeal 
io more than a fraction of the total 
audience. The fact that there are a 
lar<re nuniher of this txne of show this 
fall means that the fractional audience 
^\ill he divided e\en more. 

► >7(.c>(c.s have improved in talent and 
technique, hut audiences and critics 
particularly are sjioiled now. 

■■ 1 here are onl} so many plots and 
situation-,'' sa\s Ted Bales tv v.p. Jiin 
WIease turn to page 90) 
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MAVERICK 




West. 


ABC TV 


7:30-8:30 pj 


BACHELOR FATHER 




Sit. Com. 


CBS TV 


7 :30-8 p.m. i 


SALLY 




Sit. Com- 


NBC TV 


7:30-8 p.m. 




STUDIO ONE 




Urania 


CBS TV 


10-11 p.m. 


RESTLESS GUN 




\v est. 


NBC TV 


8-8:30 p.m. 


WELLS FARCO 




West. 


NBC TV 


9-9:30 p.m. 


COOD YEAR-ALCOA ANTHOLOGY 


Drama 


NBC TV 


9:30-10 p.m. 


SUSPICION 






NBC TV 


10-11 p.m. 


SUGARFOOT 




West. 


ABC TV 


7:30-8:30 p.r 


Vi YATT EARP 




West. 


ABC TV 


8:30-9 p.m. 


PHIL SILVERS 




Sil. Com. 


CBS TV 


8-8;. 30 p.m. 


EVE ARDEN SHOW 




i^it. Com. 


CBS TV 


8:30-9 p.m. 


$64,000 QUESTION 




Quiz 


CBS TV 


10-10 :.30 p.ir 


GEORGE GOBEL SHOW 




\ ariety 


NBC TV 


8-9 p.m. alt 


EDDIE FISHER SHOW 




\ ariety 


NBC TV 


8-9 p.m. alt 


THE CALIFORNIANS 




West. 


NBC TV 


10-10:30 p.iT 


WALTER WINCH ELL 




Drama 


ABC TV 


9:30-10 p.m. 


BIG RECORD 


— • 


\ ariety 


CBS TV 


8-9 p.m. 


WAGON TRAIN 




West. 


NBC TV 


7:30-8:30 p.i 



( 



CIRCUS BOY 


Adv. 


ABC TV 


7:30-8 p.m. 




REAL iMcCOYS 


Sit. Com. 


ABC TV 


8:30-9 p.m. 




PAT BOONE SHOW 


\ ariety 


ABC TV 


9-9:30 p.m. 




SGT. PRESTON 


Adv, 


CBS TV 


7:30-8 p.m. 




HARBOURMASTER 


Adv. 


CBS TV 


8-8:30 p.m. 




PLAYHOUSE 90 


Drama 


CBS TV 


9:30-11 p.m 




TIC TAG DOUGH 


Quiz 


NBC TV 


7:30-8 p.m. 




GROUCIIO MARX 


Quiz 


NBC TV 


8-8:30 p.m. 




ROSE-MARY CLOONEY 


\ ariety 


NBC TV 


10-10:30 p.i 




RIN TIN TIN 


V^'est. 


ABC TV 


7:30-8 p.m. | 




LEA\ E IT TO BEAVER 


Sit. Com. 


CBS TV 


7:30-8 p.m. | 




TRACKDOWN 


West. 


CBS TV 


8-8:30 p.m. | 


i ^ 


MR. ADAMS & EVE 


Sit. Com. 


CBS TV 


9-9:30 p.m. 1 




SABER OF LONDON 


M\>t. 


NBC TV 


7-7:30 p.m. 1 




M SQUAD 


Myst. 


NBC TV 


9-9:30 p.m.] 




THE THIN MAN 


.My St. 


NBC TV 


9:30-10 p.rajl 




LAWRENCE W ELK SHOW 


Music 


ABC TV 


9-10 p.m. ( 




PERRY MASON 


Myst. 


CBS TV 


7:30-8:30 p.i 




DICK & THE DUCHESS 


Sit. Com. 


CBS TV 


8:30 9 p.m. 1 




IIAXE GUN. WILL TRA\ EL 


West. 


CBS TV 


9:30-10 p.mj 




POLLY BERGEN SHOW 


X'ariety 


NBC TV 


9-9:30 p.m. j 




GISELE AUrKENZIE SHOW 


\ ariety 


NBC TV 


9:30-10 p.m' 
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<«WE 41 KEY NETWORK TV SHOWS 
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THEY CUT SPOT'S PAPER MAZE 



31orey, Hiimiii & Warwick's problem: How to streamline payments for 10,000 
spots a week to more than 700 stations? Solution: Sight drafts — old in 
hanking, new to media. Result: Stations are paid immediately while the 
agency saves about $10,000 a year in bookkeeping, handling and postage 



^^or some months now an oil com- 
pany and its agency have shown the 
way to grease the complex machinery 
of spot buying and selling. By this 
week, the method's efficacy was dem- 
onstrated by the 538 out of about 700 
stations across the nation that now 
participate in the sight draft system of 
payment set up by Morey, Humm & 
Warwick agency, New York, for Sin- 
clair Refining Co. 

In the world of commerce, the sight 
draft is an old tool. Its application, 
liwwever, to the field of broadcasting, 
is a fresh breeze blowing through the 
long-tangled paper jungle. (See "'Let's 
cut spot's paper maze," sponsor, 2 
March 1957.) Here is how the 
MH&W-Sinclair plan works: 

The sight draft itself is a facsimile 
check printed on a kraft paper en- 
\ elope of size and specification ap- 
proved by hanking circles for easy 
handling in sorting machines. The 
draft (a specimen of which is shown 
on these pages) is drawn against the 
jMorey, Humm & Warwick account at 
the First National City Bank of New 
York. Thus the imprinted kraft paper 
envelope becomes a blank check. 

A radio station running Sinclair an- 
nouncements, and which has decided 
to jjarticipate in the plan, receives a 
supply of these sight drafts from 
MH&\^'. As a month's broadcast 
schedule is completed, the station sim- 
ply computes its invoice, deducts the 
15% agency commission and cash dis- 



count if allowed, and fills out the face 
of the sight draft for the amount due. 
Invoice and affidavit of performance 
are dropped into the draft fit's an en- 
velope, remember) and the flap is 
sealed. The whole thing is then taken 
to the station's bank and deposited 
just like a check. 

When these drafts reach MH&W's 
bank in New York and are presented 
to the agency for acceptance, they are 
sorted by station identification num- 
bers. (Identification numbers appear 
on each envelope sight draft. They 
were arrived at in this way. As radio 
schedules were prepared and imprinted 
by the agency, they were numbered 
consecutively and these numbers were 
then copied on the drafts to conform 
to the numbers on the schedules.) 
Then the invoices and affidavits are 
checked. Unless there is a discrep- 
ancy, the transaction is over. And if 
a station has drawn a draft for an in- 
correct amount, the agency simply re- 
turns it via banking channels. 

So the station gets its money 
promptly, and without mailing a bill, 
while MH&W saves an estimated SIO.- 
000 a year in bookkeeping, handling 
and postage. 

The man behind the plan is William 
G. Carmody, secretary-treasurer of 
Morey, Humm & Warwick. Carmody 
has been knee-deep in finance all his 
adult life. From 1925 to 1940, he 
worked in treasury and accounting ca- 
pacities for Sinclair Oil, then entered 



the advertising agency business as 
secretary -treasurer for Hixson & 
O'Donnell. which later became MH&W. 

When William L. Wernicke, MH&W 
radio and tv director, wandered into 
Carmody's office one day last Spring 
and announced that everything was set 
for Sinclair's 52-week radio satura- 
tion campaign in about 450 markets 
(see ''Sinclair's 10,000 radio short- 
shorts every week," SPONSOR, 8 June 
1957), he admitted concern for the 
bookkeeping department which would 
be faced with handling the pay-off on 
nearly 50,000 spots a month spread 
over about 700 stations. 

"My gosh," said Wernicke, "we'll 
have to buy another accounting ma- 
chine!" 

"We'll do it with sight drafts," Car- 
mody said. He might have said, 
"We'll do it \\-ith mirrors." Actually 
Carmodv was kidding. 

That night, however, riding the 
Long Island train to his home in 
Green Lawn, Carmody got to thinking 
over his joke of the morning. It 
seemed less like a joke now; the hu- 
mor fell away leaving an idea not at 
all far-fetched. 

"Why not sight drafts?" Carmody 
asked himself. 

The idea was discussed within the 
agency and with the client advertising 
manager, James J. Delaney. Then it 
was laid before a number of station 
managers and representatives. Every- 
one agreed it would cut through a lot 
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How sight draft payments work 




Photos by Lou Ncmcth 



of paper work, for all concerned. 

The sight drafts were printed at 
once, and hitters went out from Car- 
niody to all the stations in the sched- 
ule, inviting them to participate: "\\'e 
are pleased to announce, ' the letters 
hegan. ""that we plan to pay for spot 
radio broadcasting by means of en- 
\ elope sight draft forms, a sample of 
which is enclosed. Instead of mailing 
us an invoice at the end of the month, 
we request and specifically authorize 
you to insert \our hill net oj comtnis- 
sion and cash discount, if aii\. in the 
en\ elope draft, seal it and complete 
the face of the draft by writing in the 
name of your compan\. call letters, 
and the amount of the iiniiice. . . ." 
The letter went on to state that the 
draft could be handled through regu- 
(Article continues next page) 
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At agency: ^Nilliam '.annnclN. MlliW -1 . r> ldr\ rn'j- n r 
and orr^rniliir <i\ >.i;.'lii drafl pljn. aril a-~i-lanl in- i-iiri-r M.irii- 
ZaliniT '■end oiil a l)al> li of ilrafi imi l>'|)' - l>' a -lali'>n. 

Tl)("-c (Irafi* <><-i' ali(i\c Irfi » ari- imw Mank ihiw ' ar- 

mo<\s '■CI'- ilicm, llipv will h.\\>- < |i ari-<l liaiik willi lull- <-i)i jn-ril 

At 3 station: '.lilTiircl F rciliiilmi-fiT, < nnirnlliT al WOU. \fu 
^ nrk. ami < n-dii nianaiiiT 1 ln-lnia <.;f-r\ till mil iIh- -i/lil drafi 
ai tTid of nicmlli. On ihr fair of drafl. pm-- \\(tl< lall lilli-r- 
a~ payci- ainnp w'nh amnirnl id lirli <!<•■- api-nc \ i iiiiimi"ir>n, 
fli~ri)iinl > . In-idr drafl i-iim-|ii|ii' pm-- tin- iiiMiiri* and aHiila\il 

At bank: \\OI! -laffrr. Kili'm Mi • .umiii k. |>re.i-nl- -i.;lil 
drafl al \\ OK'- hank for di-po-ii. I In- iran-ai limi i- rm dilTrr- 
rnl ilian di-po-ilinji an iirdmar\ i lii i k. i \i i |(l lliai llii- c lii-rk 
lia- l)rrn nude ixil li> llir paxiT. Drafl pur- ilirniicli ri'pular 
l>ankinp rlianmd-. i- prr-i-nird li> Mll\\\'- hank for p.nniml 
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THIS WE FIGHT FOR 

Long delayed journey into night 
begun by spot radio advertisers 

Till' c-aiiij)aij;iis to \>u>h nijihllimc arc licjziiiiiiiij; lo |)a\ oil. 
Tlu* client |js\ clinl()<;ical Mock a<raiiisl hiixiiij; sjjot radio after 
7 is sliouiiif; sij;ii'< of ( racking in the face of jrrou iiig c\ i- 

ilciicc of l)i<r ni<:litliiiic aiiiliciKc for lou cost-|)cr-l .000. Of 
course, some credit lo (lie iiicreasiii<r awareness of iiijilittinie 
must go lo the |)laiii old laws of ecoiioinics not e\or\oiie uitli 
a |jrodiict (jr ser\ ice to -ell can s(|ueeze into IralHc hours oi 
even davtiine nii\ more. 

lUit llie real credit miisl go to the l)roadca>l industry itself 
uliich has iic\er vto|)ped lhum|)iiig ils drum. For examj)le, this 
\\eek and for (lie jjasl sc\eral ueck> lulward I'etrv' & Co. 
executi\cs aud salesmen lia\e heeii out making jjcrsonal pres- 
entations lo agenc\ and client admen Inised on that rej) firm's 
lieu puhlication. Tuo for the monc\ with iiigliltiiiie radio.' 
The) stress the size and qualitv of night audiences: tlie\ also 
cm|jhasi/.e night radios ecouonn that there are iiou' 42 inai- 
kels in the lo|) 50 lia\ ing stations \\ itli rates at 30' r of da\ . 

The consislent e(Torts uaged by most reps and stations arc 
having ihcir effect. WVstinghouse Broadcasting, for example. 
rc|)orts se\eii ikm\ national accoimls in ils night shows. Pro- 
lliani PM. For how night is calching on all o\cr, sec below: 

(Clients lMUi<>;h( iiiglilliiiie !*|>ol in past few Aveek.-* 



Life Maf;aziiie 
Lucky Strike 
Hit Parade 
Maiiisclien it: // iiie 
Folger's Coffee 
GE Radios 
DeSoto 
Scliaejer Beer 
TWA 

Ballaiitine Ale 
AppalarJiiaii Apples 



\eiij>ort Cigarettes 
I aseliiie /fair Tonic 
Cadillac 

Sinclair Refining 
L & M Cigarettes 
Texaco 

Neil England Apple Institute 

Preslone 

Oasis Cigarettes 

Petri W ine 

P.O.C. Beer 




Telling nighttime story to Howard F.aion (1.), merlia nianagcr- 
jjioadca^t for Lf\(T Brodirr>', and Sam Tinnni (cenier). Lever media 
director, are Jim Eshlcnian, Jr. (r.), Ea^iern si*. m<ir. for radio div. of 
Edward Pctry & (.!o., and Hill Steese fsiandin^). I'etry radio prom, iiijir. 



SPOT'S MAZE continued . . . 

lar hanking channels as a cash item 
and thai no charges for its collection 
should he assessed. 

All the station manager had to do 
lo |)arlici|)ate uas to sign and return 
a dujjlicale cOp\ of the letter. The 
|jlan began in .\la\. By mid-summer, 
more than U)0 outlets had accepted the 
sight draft method. 

'■\W appreciate \our interest in a 
snmolher o|jeration of payment pro- 
cedures," Hoy Bacu>. commercial man- 
ager of Fort Worth"- WBAP, \vrote 
the agencx . 

l\o)ce \\ . \atioii, business manager 
of KOA in Denver, wrote: "I am en- 
thused about the idea and wish more 
agencies uould e-labli-h such a policy 
of j)a\ ing." 

Not e\er\ station was enthusiastic, 
however. Some which had installed 
>|)eeial bookkeeping and billing ma- 
cliiiicrv bowed out of the plan on the 
grounds that it would not conform to 
their jirocedure. Some accepted the 
plan, but skeptieallv. "While we are 
not certain such a procedure would in- 
tegrate itself in our bookkeeping op- 
erations,' wrote one station head, "we 
do feel we should ... at least give it a 
try. They reserved the right to re- 
turn lo former |)rocedures, but they 
are still using the sight draft plan 
today. 

Now that the j)laii has been in oper- 
ation for some time, it is gaining more 
and more approval. 

■ W e think it's wonderful that under 
this sxslem spot radio invoices are 
paid immediatelv .' Clifford Frohn- 
hoefer. controller at \\ OR, ^evf York, 
told SI^ONSOR. '"This, togetlier with a 
reduction of ])aper handling, has been 
most ad\ antageou< to W OR. We get 
relief on two fronts: labor time and 
collection headaches." 

But the advantages are not all on 
the side of the stations. Here is how 
.MH&W benefits :(1) Only one check 
is written to the bank to cover all the 
drafts of one da\ : (2) Drafts are 
cheaper to print than the checks used 
on their accounting machines; (3 1 
Keduccs \olume of incoming and out- 
going mail: (\\ Cuts down postage 
and internal handling costs: (5) Elim- 
inates j)ossibility of losing discounts. 
According to the agene\ , it effects a 
saving of about GCf over previously- 
used svslems. 

Among those stations not partici- 
jjating ill the sight draft plan are the 
{Please turn to page 52) 
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lluiiiiuiuiii 1.1(1. ii.si'\ a firo^niin liifili in li (intslr\ I in i<irr\ il\ rn ii/tiillioii- 

liuildiiiii at) iniiiiKiinn iiilii ■{inrrini's iififur strain lionirs. t Ihiiir, I.rtiiKinl l!rrn\lriii 
tliiriiif: rr)icarsul lor n show last snfioii.) ( oiiinirn itil\ liiiir uiiii^iiiil ol>fiiin^ .shots, 
f hi-loit > , to ( Of) audiciK e intrrcst : iolloii throiifili ii ith "institiitioimr' coiiy niijiroaih 




*'I*K willi ad tools*" is coiiccpl hcliiiid Aliiiiiiiiiiiiii l.ld.'s Mi(( (>>>f id caiiipai^rii 
for rccojiiiilion, aliiiniiiiiiii iiiarkcl expansion in the U.S. (laiiadian firm piil> 
67% of estimated $2 million ainuial ad l)iid«i;et into sponsor>liip of Oitniihus 



^^ou are tlic ad manager of a huge 
but viitualK unknown foreign roni- 
pany with no consumer prochict. ^ our 
firms stock is 75'7 Amcrican-ow ned 
and \ou have a specialized 200-300 
customer potential within the U. S. 
W hat would he the lea.-t likely nu'dia 
selection for \our compain's I . >. 
campaign ? 

^011 might think the an.-wer i> net- 
work tv. Hut witness that just such 
a firm is spending 67'~J of an esti- 
mated $2 million aimual ad allotment 
in network tv this season. Tlie com- 
pany, Miiniinium Ltd.. Canada. thi> 



niontli enters its fourth con>ecuti\e 
_\ear as a co-sponsor of Ontrtihtis ( thi- 
\ear on NBC \\ ). Miiminium Ltd.? 
tah for one-third .-pon>orship of each 
90-niiimte. alternate-week show will 
a\erage approximate!) SoO.OOO. 

The acliie\ enieut record for threi" 
-easons of network t\ ])art icipatiou : 

'■ Tele\ ision has taken us from a \ir- 
tiially unknown status to recognition as 
line of the world s princij)al alunnnnni 
producer.-.' states ICric \\ e>t. prc.-ident 
of the firm ;- >alcs outlet. Miimiuium 
Ltd. Sales. Inc. \n(l a -ur\e\. de- 
tailed later in tlii- report, hack- up 



\\ e-t - entlm-ia-tic t\ endor-cmcnt 
with -id)-tantial fact. 

Here i- a ])erfect exampli' of '"puh- 
lic relation- making u-e of the tools of 
ad\ erti-ing. " in the definition of Boh 
l)eiiiii-oii. J\\ T \ .p. and account e\- 
eciiti\(' fur the Miiininiiini Ltd. ac- 
eiuiiit. 

World - -ecciiid Iargc-1 producer of 
priiiiar\ aliiiiiiiium ingot-. ( about •J0'~^ 
for ii-e h\ \iiicri an iiidii-tr\). the 
Canadian com crii iiio\ed 215.300 ton- 
of iiigot< into the I . market in 
19.i(). Tlii- wa- not acconijili-lied b\ 
-ponsorship of the Omnihtis t\ .-how. 
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Heaw tl(!iii;iiicl> for aliiiiiiiiuiii 1)\ 
I . S. iiiaiuifaftiiier> and llie oxer-all 
slatu> of the aluniinuiii intliis.try ac- 
fouiitetl for the tonnage. Lntil a few 
nH)nth> ago, deinanil for the light- 
weight, rustproof metal exceeded the 
si:])])l\. 

\\ hat t\ . and speeificall) Oinnihus. 
accomplished for Aluniininni Ltd. is 
that fond desire of many primary pro- 
ducers recognition hy John Q. Hu\- 



1928 and was terminated in 19.51. 

• A specialized and numerically 
minute market: 20(3-.30() V. S. manu- 
facturers purchase primary aluminum 
ingots in carload lots. 

• An off-heat firm name that paral- 
lels, but is more awkward to pronounce 
than "aluminum, its LJ. S. sxnonxm. 

• A foreign headquarters location. 

• An industrial stor\ to tell. 

in addition to gaining corporate 




OMNIBUS' AUDIENCE 

Delxiiiair Mistair Cookt' (Ifft), Omnibus MC, virlii- 
ally cpitomi/i's riilturc and breeding in his person- 
alily attracts a high-level U. S. vie\\ing aiidicnee 



Total faniilj 


income 






Omnibus 


All tv 




homes 


homes 


S7.000 and Over 


23.7% 


7 7.6% 


.«J.000 6.999 


41.5 


37.8 


S2.000 .3.999 


28.2 


32.5 


§1,999 ami Below 


7.2 


72.7 


Occupalion of household 


head 


Professional, Semi-Projes- 






sinnal. Technical 




8.5% 


Managers, Officials, Pro- 






prietors 


73.4 


70.3 


Clerical. Sales 


78.7 


76.6 


Craftsmen. Foremen 


76.7 


78.0 


Operatiies. Manufacturing 


79.3 


24.8 


Farmers, Farm Managers 


4.9 


4.5 


Services 


6.8 


9.2 


Other 


9.3 


8.7 


Education of household head 


College 


79.6% 


75.8% 


High School 


48.3 


40.4 


Grammar School 


32.7 


43.8 



SOriU E: Vldwxlex (Deccnibcr 1'Jj6) 



ing-l'ublic of the firm's contributions 
to his everydax living. 

Aluminium Ltd. executives in 1954 
decided to intensify efforts to achieve 
this recognition through expansion of 
a 1951 -instituted pr program. They 
faced nian\ of the problems sometimes 
considered insurmountable by admen 
handling: (ll primary producers: 
(2) sellers of "services" and "institu- 
tional'' accounts. 

• \o consumer product upon which 
to base a camjjaign. 

• Lack of a corporate identity — a 
problem compounded b\ a prev ious af- 
filiation with Alcoa that started in 



recognition, Alunn'nium Ltd. sought 
another prime goal in its campaign: 
"Expansion of the aluminum pie," in 
the words of West. 

To this end Aluminium Ltd. is 
joined by three other giants of the 
aluminum industry : y\lcoa. Reynolds 
and Kaiser (see si'O.NSOi? 23 Juh 1956. 
page 32, Reynolds: 14 Noxeinber, 
1955. page 38. Alcoa). 

These three, however, all have either 
a consumer product or a label to use 
as a base for their aluminum industry 
pitch. Aluminium Ltd. has neither. 
Thus the "pr with advertising tools'' 
rather than a merchandising approach. 



Three basic desirable campaign ele- 
ments were pinpointed by original 
planners Nathaniel Davis. Aluminium 
Ltd. president; Edward Mejia, vice 
president; W^est: and Dennison: (1) 
dramatically presented "institutional" 
copy; (2) a medium reaching a \ ast 
audience: (3) a "prestige" \ehicle re- 
flecting the corporate personality of 
Aluminium Ltd. and reaching a high- 
le\'el bracket of the U. S. population. 

Tv was picked as the medium after 
extensive study and consideration by 
the J WT-Aluminium team. It offered 
the vast audience and "sound and sight 
to dramatize the advertising message," 
states Hugh Xorsworthy. Aluminium 
ad manager. Also, '"if you can afford 
it, network tv is inexpensive, he told 
Sl'ONSOR. 

Aluminium Ltd. will pay an esti- 
mated S3. 70 per 1.000 viewers per 
commercial minute for Omnibus this 
season. (The figures are arrived at bv 
using NBC TV's Wide Wide World 
and its ratings last year as a basis. A 
counterpart to Omnibus in program- 
ing concept, WWW alternates with 
Omnibus on NBC this season. Factors 
considered in the estimate: WIFW\ 
ratings from October to March last 
season; cost for one-third sponsorship 
of Omnibus; 91% audience coverage 
offered by the 86 NBC stations cleared 
to carry Omnibus this season.) 

Omnibus filled the bill as the "pres- 
tige" vehicle reaching a high-level au- 
dience. "We put our commercials in a 
program of importance and dignity," 
says Norsw orth) . For an ad campaign 
designed to hit the nation's opinion 
leaders the Om/Ji6u5-type production 
becomes a prime choice. It has an 
upper-strata audience, (see Videodex 
chart at left). This breed of pro- 
gram is the answer for "any advertiser 
trying to create a public attitude." says 
George Benson. Omnibus business 
manager. 

The commercials for the Omnibus 
audience were the subject of consider- 
able creative planning at JWT. They 
have an industrial story as subject, 
with an intangible to sell. 

Dramatic, ercciting openings are 
used to preface the educational-inform- 
ative messages. Flying aluminum 
boats, or men in aluminum suits walk- 
ing through fire are typical opening 
shots you might see used b\ Alumin- 
ium Ltd. 

Motion is emphasized throughout. 
To dramaticall) highlight the firm's 
research activities, for instance, one 
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<-niiiiMci'<°i:il film ffatiiictl tin- ilclil>fi mIc 
cullisioii of Iwi) fiilU loiiilfd fifi;:lil 
( ais. Oin" Wii^ CKii^ti iiclfd of uliiiiii- 
iiiiiii. till- otiifi of coiiM-iilioiial imilf- 
l iaN ami design. 

Tlif inillioii-pniiiiil impart left tlu- 
aliimimini car \iitiiall\ iiii^catlu-d 
while cniiicliiii'^ lin* oilier. 

Applicalioii of the liriir< prodin l in 
<'vtT\da\ li\iii^ i> fealiiri-d lliroiii;li 
coiiiiiicrcials .-liow iiij;. in aclioii. (lie 
fal)ri(-:iti(>ii i)f faiiiiiiar aliimimiiii prod- 
iicls. Tiic pilch explains lhal sonic of 
ihc mclal \\-r(\ is made from in';ols 
produced l)\ Ahiniininni Ltd. 

riie co()perali\e nei^hhor approach 
i> also hit liaril h\ the ("anadian con- 
cern via (•(Mnmercials ilhistratinj; the 
importance of its ahnninnm in the 
.scheme of America's business empire. 

Canada's natural resources come in 
for lieavv pla\. paiticidarl\ the firmV 
\ ast hydroelectric holdings. The com- 
pany's "packaj;e(i power * concept of 
ahimiiium is explained. (It take? as 



nnn h rln ti icil \ to ni.ike oiti- ton of 
aliiminnm as a ~i\-room hon>e woidd 
con>iime o\cr a l.")-\car period. And 
Muminium I. id. own^ piatlitalK all 
the po\ser-j:eucraliu'; plants it ijse^ in 
manufacliirin;: ahnniniim. I 

\n Oinniliiis conunercial e\cM lic- 
iMuic Mnmininm l.ld.'s inol for in- 
>tructin<; the puMic in the correct pro- 
niiMcialion of the lirni name. 

Dnrin;; the lir>l two \ears of net- 
\\orkl\ participation. onl\ '* \hnninum 
from (ianada" was n>cd as a llicnie. 
In the third i-ea>on. lio\\c\er, a full 
onc-ininiite animated (-arloon conuner- 
cial wa^ tle\ i^ed to deli\cr the " \l- 
\ on-minnie-um" pronunciation into 
the \iewers' mental dictionaries. Mea- 
sure of impact for this connnercial: In 
\')r>r) a jzroup of West (jtast \iewers 
importuned l)wi;:lit Newton. San I'ran- 
• isco hxntniner t\ editor, to lia\e tlie 
Omnibus proj^ram name chaiif;ed to 
"Om-nih-e-us." in keepin*: with the 
latest trend in modern l''ii"lish usa^e. 



Hydroelectric |'<iN>er"-. inipDrtance li> ah>ini>iuin prnilitt-l inn i~ (li«c<i~-i'(l li\ llii<;li Nor-- 
^^ortll^ <lciit. Ahiniiii>i>ni Lnl. ad nia)iaj;cr, and Holx-rt Di-iini^im, J \\ T \.p. and acconnl exec. 




\^ is ihf ( onnnon pioMi-u< .tflri in- 
slilulin^ ;< « .<mp.<i^n for tli'- \lumini 
nni-l\pe concern, aloohile nxasnii-. 
ment of cITi-i ti\ eni-s^ is diilx ull. I hi» 
is pailicidaiK si, in ihc i a^e of tin* 
(!iiua<lian aliiininiini conipan\. 

iSccansc the film w.i* on a sohl-out 
hasis until a few inonths ;(.'o. no s.iles 
charts or Inisiness ex|)ansioii li^'iiics 
caii\erif\ the elTe« I i\ encs- i,f Miimiiii- 
iiin l.ld.'s network l\ pai I i(-ipal ion in 
terms of dollar intake. 

What has hecii ineasined li\ J\\ 1. 
howc\er, is the compui^'ii elTecl i\ enes» 
ill terms of \iewrr altilmles. |,oih 
aiiioiif; ''opinion leaders'" and "non- 
leaders." I sin^ one of J\\ 1 's s|||\e\s 
as a haroincter. admen can note that 
Miiiniiiiiim Lid.'s l)altin<; a\era;:e in 
achie\ iii^ its o|)jf< li\es with the Omni- 
hns \iewer nears the 1. 000 mark. 

I'liis sur\e\ measured ( lian;.'es in 
awareness and altitii.les toward the 
aluininiim induslr\ and Mnmininm 
Ltd. in particular. 

Men seleclcfl for tlie sur\e\ were 
from professional or manajjerial cen- 
sus classifications and tliosc with in- 
comes o\ t'r ST. 000 per \ear. W ilh a 
sample si/e of 1.0 1 L the poll was con- 
ducted in Septeiiilter 1 9.^6. |)cfor<> the 
.start of Omnibus, and at the end of the 
Omnibus season in lO.ST. 

The "opinion leaders" rhissifieatiou 
applies to those siir\e\ed who: (1| 
are oflicers of orr'ani/atioiis. either lo- 
calK or iialioiialU : l2i ha\e written 
aii\thiii<i that luis appeared in print: 
(3) ha\e spok(>ii or written to a ('on- 
gressmaii. Senator, etc.. ahoiit some 
polic\ or issue; ill ha\e spoken he- 
{iin- the puldic or on radio or l\. 
il'b'n.\c turn li) pope il i 




NBC TV's roserasr map- -linw P/i 'talion* 
-el In carrs' Oninibii'^ ihis srasnn. explain' 
'. .eorpe Firn-on (left!. Oninilui- Ixi-. mzT.. to 
Kric \^'r-l. Vltiniiniiim I id. 'sale-. Inr.. pre^. 




CHECK YOUR COMMERCIAL AGAINI 



A panel ol 150 jiidj^cs 
picked these eij^lit radio 
eoiiiiiiercials for 
awards ol the year. Here's 
wliat makes them tops 



H ow doc? ^oll^ ladio roiiimercial 
coiiipare with the cighl that received 
Radio Ad\erti^in<r Hureaii awards? 
The chart hclow is yotir ehaiice to 
make the coiiiparisoii. A thuinhiiail 
aiiahsis of each winner at RAB's third 
\ational Radio Athertising Clinic at- 
tempts to see them through the judges' 
e\ es. 

The awards were gohl-plated record- 
ings mounted on mahogany pla(|ues. 



I'he winners were .-elected h\ a "hlue 
rihhoii'' jury of 150 ad\ertisers. ageiic\ 
exeeuti\es and hroadeasters. 

I'hree of the winning eommerciah 
are all-talk, light-touch ones of the type 
allraeting interest among admen and 
radio listeners latel) . (See "Should 
\ ou gel on radio's corned) commeveial 
handwagon?" SPONSOR, 11 May 1957. ) 

Four were predominantly umsieal 
jingle commercials with some integrat- 



MUSIC & TALK 



.MAltLlJOIU) C1(;A1{K'1TKS 
Ajreiicy: Leo Burnett. Chicago 



\^ ritten at tlu" Cliica^o agciic) l)j Don Tcii- 
iiunt and Bill Walker. Recorded in Holly- 
wood l)y Capitol Recording, features \ocal- 
ijt .Julie London. Series on air for year. 

MUSIC & TALK 

PEl»SODE.\T 
Afieiiey: Foote, Cone & Belding 

Katy O'Brien is the writer of this commer- 
cial that integrates the now famous jin- 
gle. This particular e.l. recorded at Fine 
."^Diunl, \. Y. On the air about eiglu monllis. 



MUSIC & TALK 

TEX.\CO 
Aficncy: Cunningham & Walsh 

\N ritten hy the C&W cop) group under super- 
\ision of Joe McDouough, creative head of 
the Texaco account, who conceived the "Tow- 
er of Power" idea. On the air since January. 

MUSIC & TALK 

W I NSTON CI C A l{En ES 
Afieiicy: William Est\ Co., Inc. 

Written in New York by the Esty agency copy 
group. This commercial selected for 1{AB 
award was recorded by Audio-\ ideo ( Coastal) 
in N< \\ \()rk. Series on air about two years. 



THE LUllE: ^ st-hmaly. tune sung by sexy-voiced Julie London i» designed to dri\e men mad 
over Marlboro-, of course. The whole Marlboro advertising concept was conceived o\er a single wei 
end, was ba-ed ou an uurelouchcd photo of a cowboy in Lije. The strategy, to take the eur-e 
effeminacy off filtered cigarettes, THE SELL: The Marlboro radio commercial i- an excellc 
example of "imagery transfer." Although Julie London singing "You gel a lot to like" may n 
(uilwardly suggest ruggedness and wide open spaces, the radio listener who has ])een exposed to otl 
Marlboro media such as tv doesn't need much imagination to see a tattooecl hand liolding a flip-top Ix 



THE LUIiE: If un c.t. of the FC&B "you'll wonder where the yellow went" Pepsodent jingle w< 
put in a time capsule and re-played in 2057, il might cause no more stir than a firecracker at \^ h 
.^auds. But in this year of our Lord, this jingle with its nursery-rhyme simplicity and bouncy tu 
is a sensational, -ingle-couplet marketing campaign; its exposure and impact is almost imnie 
urable. 'l^HE SELL: Hard as nails in the spoken part of thi- connnercial where the product ni 
sage — new fornnda. whiter teeth, brighter breath, "puts the plus in your smile' — is laid on the 1 
with no wasted words. The jingle is not just sugar-coating: it is the remembered part of comnierc 



ITIE IjU1{E: 1 his condjiuation music-talk transcription owes nio-t of its listenabilit\ to the urn- 
The tune and lyrics eomplenu'ut each other perfeclh. The "Tower of power'' musical theme is d- 
malic, and suggests power. The "5ky Chief Supreme'' portion is si)rightly. conveys the feel of crui- ^ 
down an open road and lend- credibility to the claim that Texaco "keep- your car on the go.'' 1, 
appeal of the singing jingle is eniotituial. THE SELL: Between the opening and clo-ing jingh • 
sandwiched the "talk" sell, delivered in a straightforward, convincing manner. Here the announ r 
gels the chance to amplify the product message of the jingle, but it's the latter that gels remember 




IMIE IjUliE: N\histling is generally associated with a happy feeling, and that's what thi- ci 
niercial begins with. After the jingle has been whistled, it is -ung. and then after an announ* 
has deli\ered a short, spoken pitch, the jingle is whi-tled and sung again. The tune is not o« 
easy to remend)er it i- diflicult to forget. Like the Pep-odeut and Pep-i Cola jingles it owe* see 
of its popidarity to the ease with which it can be parodied. THE SELL: Stre-- i- on flavo- 
fuU. rich flavor and lla\or that get- through the fdtcr and that is just about the whole W'in-n 
-lory. Repetition of "Win-Ion ta-le- good like a cigarette slnudd" -(unehow isn't monotonia 
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•ADIO'S BEST 



f(l tiilk. One »'iiliifl\ imt-ital. 
Ill the clwiil l)fl()\\. M'(i\>()t{ rf|)()!l- 

oll llic |)!'(>(ll!('tii>ll of lllf-f fijilll !I!(>«1 

flTf»li\ (' radio coiiiiiiiMciaU. and at llic 
.-ail!*' liiiic j;i\t'- a l)ri»'f aiial\>is of llic 
>lroii{; |ioiiil> of »'afli. 

'I'lu' avsai'ds wt'if |ir»'>oiilt'(l at llif 
|{ Al> National Uadio \(l\ frtisiiij; Clinic 
IiiiicIh-oii I>\ MIfii M. W'oodall. cliaii- 
tiiaii of lv \[{ f\ftiiti\ cointiiitt*'*' and 
|ue<. of \\ l)\K. in Colnmlms, ^ 




Winners' circle: ^t.mdnf «l in r > K>\iii II ^»»-. [in-.i.ii i>i .i 
I! \ll wliiili -[)iin-c>i 'cl (III mill i.il iiVMinl-; \ J. Ili • k<r M" >• [iii-iil< I 
I'lintr, (.iiiii' \ lti'Ii|lii;i: (.r.illt Mini |i-ii|l. Ml) |iri -|i|<'lil Willn I I -tx 
II.irr\ ( Im'-Ii-\, [in'-iilinl of l)'\i.\; Jnlin I- . 1 1 .ir.|i«l \ , \iii pn -i !• nl .iinl 
l^i'liruil lll.iliiDliT It Ml: ^liiTlil \\ . I.i\|ii|, \iir |i|i--iili-M Jlnl |il 'UiimI 
iliiiciitr l!\lt. ^cMiil il. Ill r. I : Jnliii I*. < (iiiiiiii::luiii, ju i--iiliiii < n in l> i 
i\ \Nal-li; Jii~i[>li ^tiuir, xiii- pi r-nlml J. S\allir I Inniip-iiii : llr.ipir liiiniU 
s\i r pic^iilciit iif I. I ll lliiriii lt; laun-iiii- Mi|iili>>l>, m< i- pir^nli iii <.t.iit 
\iIm i Ndt prc-i iil .il time tlii« pii ttiri- wa- l.iki ii jl ^ nk- 

Waliliirf \~tiiii,i N\a- < liarlr- I- rliliiiaii. pic-iili iii 'in iiy v\ l>' i \- i 



ALL TALK 



MKKCII.NLT (;U.>1 
Vjifin'v: ^ onni: Mnhifaiii. I 



nr. 



riitcii l)> Hill Hacker and Harhara Dciiiaray. 
ipy siiperv i-iir, at 'l XK. lu-cortli'd in New 
iirk at WOK Miidio-. Tlic-c luiniDrous hits 
nni lii-torv Ikim- lici'n on radio alioiit a vcar. 



¥ 



ALL TALK 
l)()l)(,K CAKS 



Aju'iu'v: (want \d\etti>in{z;. Inc. 



rittt-n at Detroit ajioncy liy R. C. Mack, 
reativf dirccinr; Tom lUaiichard. copy -ii- 
iT\i-or: Ell Hcaiiy, producer and writer, 
rciirdcd at ^pi-cial Recordini;*. Detroit. 



r 



ALL TALK 



K()l{l) (.AKS 



.Vgeiu-y: J. W alter riiotiii)>un Co. 

Written in New ^ ork liy Joe Mone, JWT \icc 
•resident, anil Ed Oardner (-tar of conuner- 
ial). Recorded at Fine >oiind, N. V. Ford 
\rcliie cnminerciaU have heen rimninc a year. 

ALL MUStC 

BCDWKISEK HKEK 
.VtZfiu-y: I)' \rcy Vdverti-inir Co. 

riii* all-inn-ic commercial was produced in 
he D'\rc> agency in St. Louis l>> Bob John- 
'^on and the copy proiip under Wally \rm- 
i>ru>ter. copy chii-f. Running about a year. 



rilK LfUl']: (>.i>, /.ai(\ lii-torieal f.iiita-ii - make up tlii- ~crie~ nl '"ipiii kie" uiinniiiii i-iiii ni -. Ii "iii 
dialogue, \eio chew- lleicliniit while Itniui- bum-: in annther the It.ittle nl llnnki r Mill r<-i- mi a 
giiin-eliew ing geiiiTal. \ third -iiggi>-t- that I inlnmli'i- might ni-\er liaM- di-i ii\ereil \iiieiiia if In- liadn't 

been eliewing neeeliniit. I'aeh nf tin- skit- ha- that bre\it\ that i- tli il nf wit; almut fniir -euten i- 

sitiiatiiin gag- is tin- pattern. Till'] .*^KI.I.,: \bnnt a- -nft a- thi-tleilnwn i- the -ell in tin- i npv. No 
product -tory. no ingredient -tor>. no price -lory eoniplieate- the Inn. Tin- einplia-i- i- ui ■in-- lliing 
only neecliiint flavor. *«inie gum i- a low-priced, -trietlN impiil-e item, the Moor -tiir\ d tl •• trii k. 



rilK LL'KI'^: \notlier humorous, all-talk comiuercial featuring a ilialngiie betwi-en Di trnit ji Inr- Jm- 
(Gentile and Ralph l?inge and built anumd a -eript where the owner of an old jahip\ dn iib - lii- want- 
It) coiixert hi- aniiipic into a "w ind.-wcpt Dmlge" li\ potting '■bnltnii liiile-" in the da-ldnMiil t" • luii- 
late ."-wept-wing Dodge buttons, but wind- up -nia-liing inin the garage and blame- il ui ■llin-i- -mall 
rear windows." SKI..1..: ^ medium-strong iiiethiid nf getting ai ro-- the de-iri- fur po-li buttnn 

control-. Dodge -tyling, and plenty of gla--work for good vi-il>ilit\. The hiiiunr make- pmd' t nv --3,i- 
all the more palatable: if it doe-n't re-ult in a rasli of trade-in- on new Di>i|i;e-. it"- ii"! (.rjiil - fa It. 



rilK LI l.iinc-pnpiilar radio per-onalit> \re!iie ipla>ed |>\ Kd (.ardm r «li" al-n « irk-ni -kit-i 

hold- a phone conver-ation with his bos- DiilTy, nf Dn/h's Ta\rrn, and gne- thru _li hi- i\pe<tii| 
quota of nialaprop-. t)ther dealer-, -ay- Nrcliie. "are pitting tlifir mintiim pri e- a.:ain-l Fnrd'- 
mnxiiim." The light touch bait- tlii' li-tener into a plea-ant, ri la\ed n md. 'I'lIK >KI.L: ' b- ireal- 
mi'nt is deceptive: what -oiiml- like pure fun i-, in re lit\. hard -ill. \ri hii- gi t- ai r i-- ill-- whole 
-tory of "more lar for li'-< money" through a happy mnuolocne that put- the li-tener in a pn-itinn of 
eave-dropper. Fonl eomiuereial* are the nnl> three time winner- fif K\l? \il\erti-inj < I iiii awjrd*. 



I IIE LlMiE: Thi- coniiuercial doe-n't include .1 -ingle -pok ^n wi rd ju-t thi- ta 1 lar "W heri '- 
there's life, there's Bud" -ong given a Broadw.iy -'inw tune treatment nf nrelie-tra an ■lorn-. The 
tune i< smooth and uncomplicated, tlie l>ric- are -imph' and th*" nn he-tratinn i- lii-h I all ad I- up 
to good li-tening. TllK SKI.L: t*n the surface, the -ell appear- i xin nielv -oft. but tin D'\riv ^roiip 
in M. I.oui- know how to -bp an iron fi-t into a vebet glnve. Thev lave hit at tie h-ten r'- emo- 
tion- by ba-ing their product appeal on enjownent, life a. id rcla\atinii. The -iinn\ bea< h an I ilo- I "Ise 
in the mountains are all pi rt of the have-f un-w ith-Bu Iw ei-ei -ior^ . and the i nmnu rcial I a- ii>- imral il itv. 
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THE 

NEGRO 
MARKET 

GOLD 
RUSH 



If you don't want to end up 
with fool's gold, you must 
buy carefully and with 
knowledge of pitfalls. So 
says veteran buyer who was 
one of first to discover 
Negro radio's sales impact 



BY MADELEINE ALLISON 

Madeleine Allison has probably bought 
more radio broadcasts on Negro-pro- 
grammed radio stations than any other 
timebuyer. The advertising agency in 
which she is an officer iflersrhel Z. 
Deutsch & Co., Inc.) siiecializes in pack- 
age goods, largely in the drug and toilet 
goods field. In recent years it has also 
become widely recognized for pioneering 
in \egro market merchandising and ad- 
vertising. The agency handles the out- 
standing \ egro-specialty brands in several 
product categories. Madeleine Allison 
writes about \egro radio in frank, hard- 
hitting terms. Having seen how effective 
the medium at its best can be, she states 
she is disturbed to see stations hurting 
the entire field by doing a half-baked job. 

(For arllcli'S proviOiiiK Keni-ral barkground on 
Nccro raillo, see siippioment Issue by Sf'O.NSOll 
vvlih Ihe '.'.-t Ncpiiiinlicr I'.i.")" Issue. 





Wo knew the day would come. 
We've been waiting for the news about 
the reputed bonanza to trickle through 
to the big-brand companies and start 
this big gold rush to the \egro Market 
and Xegro Radio. 

Well, the glitter certainh is there. 
How much of it actually turns out ti 
be solid gold for you depends on how 
you go about digging it out. Yes. I 
said "digging.'" Regardless of what 
you Tnay have heard, the stuff is rj-'t 
l)ing around in the streets waiting to 
be picl- ed up. We ought to know be- 
caus^e we're Fortj -Xiners. Nineteen 
forty-nine, that is. W^e ve been deep 
in this field e\'er since those primitive 
da\s where fewer than half a dozen 
worthwhile radio stations throughout 
the couiTtry had programs beamed ex- 
plicit 1) at Xegro listeiiers. 

And so at our shop we feel like ol 1 
sourdoughs, watching the tenderfeet 
come pouring iiTlo the gold fields. We 
know that before long they ^vill have 
collected souie scars. fWaiit to se? 
ours? I Ma\ be — without giving away 
too nmch of what we had to learn the 
costly, hard way— we can help them 



avoid a few of the most obvious pit- 
falls. 

We'll get to the subject of ^larkets, 
^larketing and Merchandising in a 
iTioment, but let's start by talking first 
about the Medium. 

"There's just nothing like radio 
for reaching the Negro, they 
say . . ." 

You re right if you mean that of all 
Xegro media, radio reaches the most 
Xegroes: the great and growing ma.$s 
in every section of the country. The 
Xegro publications (inagazines. news- 
papers) can t do the full job because 
their circulations are too small in pro- 
portion to the population in most 
areas. Tele\ision is still iiTipractical 
in any national or niulti-city advertis- 
ing plan that is aimed expressly at Ne- 
groes, because of the e\treTne scarcity 
of even poor Xegro programs. And 
so Xegro Radio is the o\ erwhelmingly 
dominant inediuni for concentrated 
approach to the Xe?ro population. 

This does iTot mean that in niost 
areas )ou can't reach as many (or 
e\en morel Negroes through certain 
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radio <t:i;i(»iis or oi!,cr . t-dia wliicli 
do iiol cjiicciilrali' on \c>;roc-.. I lial 
is, if \oii don't intiid llic niin li lii<;|iri 
rost-|)cr-l.()(l() Nc-iroi's and tin- cnor- 
iMoiK \\a<tc ciicidalioii icjn c-ciitcd l»\ 
ii lot of while li>l('MiT> or rca(l( r>. 

To illiisiralc (willi an cxainplc wliicli 
< mililc- iiic to a\oi(l niciitioninj: 
siiccific radio -lalioiis anil luo-jrams I 
in New ^ (»rk nn)ri- Ncfiroi-s n-ad i!ic 
Daily \riis llian all tlic NC^ro m-w- 
|)a|)t'rs and ina^a/ino condjiiicd. In 
fad. more Ncj^rocs i(>ad t'lc Duih 
^<•//•.v lluin li>li-n to lln- lo|p-ralc(l Ni-- 
>!ro-run jirofirani-. Hiil if now arc 
inlerc-tcd in icacliin^' oiil\ Nej^roi-^. 
the (-(ot-pcr.l.OOO of the Daily \,'iis 
or the hi-:. ."jO.OOO watt ".ueneral audi- 
eiice" station is wa) out of line. 

"Otherwise they operate like 
any other station . . ." 

If li\ *'tlie\*' \()ti mean the pood. 
ui'll-rini. Iiijih-staiidard Nej;ro-|)r()- 
gnunined stations, yon are rijiht. I!ni 
there are too inan\ of the other kind. 

In the a\era,!.'e list of <.'eneral-inarkct 
(i.e.. white aufliencel stations there is 
hound to he a certain |>ro|)ortion of 
small. liiniterl-stalT. eatcli-as-catch-can. 
corner-sha\ injr stations with ••flexible" 
l.usiness and operatiiij; standnrds. V\\- 
fortuiuitelv . the ijro|)ortion is much 
greater auionjr Nejrro-andience sta- 
tions. A deplorablv large number oj)- 
erate in a manner undreamed of 1)\ 
the advertiser or agenc) whose experi- 
ence in l)roadcasting has been limited 
to the big and sometimes stuHilv me- 
ticulous nelwork-staiidnrds stations. 

'I he sworn alTidaNit is. of course, the 
element that made national spot pos- 
sible. It is the radio counterjiart of 
the newsjiaper tear sheet because it 
"prov es" that ihe correct a:!\ ertisemenl 



.ictnalK ran on tiie date and time a<- 
ordered. Ilii-- information i-- noinialK 
extracted and icpotlcd from the «ai lo- 
sanci ((llicial "a-- In oadca^t" lo;^. 

Well. \on ma\ be ^iiocl-ed to dl^- 
eoNcr that mam of the -tation^ on \oni 
Ne;^ro bill aceordin-.' to \otii or- 
der, or according to the elation - daih 
broadca-tiii^ schedule-, latlici than the 
tran-inittcr lo>.'s. Which n i-in- that 
the "sworn alhd>i\it of |)erfoi nnince" 
is niiTch a liberal intcr|)retation of 
what the station m4\ ha\c e\|icc|cd or 
jMomiscd Ipos-ibb ulth llie most seri- 
ous inii-ntiousi to (IcHmt for \oii. 

L wfortunateK . it (htesn't aliaiw 
c:»n!e out that wa\. Our detailed 
monitoring and actual tajiis eo\ering 
hour after hour of broadcasting on 
certain Ncgro-progrannni-d statioir- 
ha\e shown shocking (le|)artnres frctm 
the times specified for the spots and 
(see below I their actual length. \ml, 
in a few cases, no broadcasts at all I 
'I hat's riglit: in |)lace of certain sched- 
uled (and billed, with sworn afli(la\ it ) 
national s|)ots. there were long-winded 
j)lug> for local mercbants who had 
probabK been sold b\ the d.j. him- 
self. 

Did \ on sa\. "Insisi on sj>e"n>i toe 
logs"? Brother I could write a book 
on that one! 

Iferes something else. Raise a quiz- 
zical e\ e in tlie direction of an\ sta- 
tion lliat never reports missing a spot. 
Any station in \our cojiv of ^KI)^ is 
subject to occasional human error, 
special-event broadcasts, power failure 
or other "conditions bevond our con- 
trol'' and is bound to miss liroadcast- 
ing a spot now and then. If vou are 
accustomed to getting suitable reports 
from the big, hv gienicall) -run stations, 
along with requests for permission to 



inn make-gnods. \iin uiav woiidri whv 
von never ]irl -ni h ( onniiunii at ioMs 
fr(»ni ceitain smaller, nccessarilv more 
poorlv stalled and equi|)|icd stations in 
voiir \e;ji o-mai ki't ".'roup. 

What can vou do about all this? 
Well, if von an- rcallv intcic-led in in- 
surin;.' the \alnr of vom invi stment in 
the Ni'^-ro maikit, von (.in s,t iq) suit- 
able local poli< ing methods. If so. 
the chancrs are that, like ns, \on'|| 
soon have a little black li-t of stations 
that must be watched rcrv <-ari-fullv or 
conq)lctc|v avoided. 

"This copy is bound to do a 
great selling job in this market . . ." 

^ es. it's a verv icsponsis,- niarki-t. 
cMMi thou;^b the avcra^i- \e;.'ro lodav 
is a verv far crv indeed from the |»ii- 
ture of a ;:nllibli'. sim|)li'-miuded child 
of nature -till being |)aiiited bv some 
sinq)le-minde(| Southern gentlemeu. 

I sU|)|)os(. it i- axiomatic- that the 
|)ractical re-ults vou lan ex|»ect from 
an\ |)rovcu piece of eo|)v in anv mar- 
ket diq)i'nds on the attention it get* 
from the listener and liow nmcb of the 
storv he actuallv In-ars. 

But it is also axiomatic that rc;;ard- 
less (»f the listener's natural res|)onsive- 
ness. any ////////-spotted anmtuneenienl 
is likelv to gel diluted alti-ntion. ab- 
sorjition and retention. I'rom tlie im- 
|)ressi\e descri|)tious and fif!ures |)re- 
sentcd by tlie station reps, it's imp(»s- 
sible for you to tell which stations and 
.Negro programs nov\ have an cxce-si\(. 
amount of double, triple and. v i-s. 
quadru|)le spotting as normal proce- 
dure except for local adv i-rliser^. who 
mav be listening. I am coiistantlv 
ama/ed at the number of orders f(»r 
spots which certain stations have been 
I Please turn to page 62 I 



Take care, v^arns the aiitlidr. Do air diecks on stations 
yon aren't familiar vvitli. ."see to it connnerciais really 
pet advantage* of medium's rapport w illi the audience 





Getting facts is difficnll. say* Madeleine Alli-on \\ho'~ -ht>y.n here 
in data discu-rion with her husband 'and bos-) Her-rliel Z. Deut-rh 
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SELL IN 
ST. LOUIS 

Thf on/y nay fi> reach 
this nisl Country and 
K estern market 



ST.LOUIS, MISSOURI 



770 ' fm 

KILOCYCLES 



1000 WATTS 
CLEAR CHANNEL 




THE 



POWER 

ofPADUCM 



^4 



NBC AFFILIATE 




PAOUCAH, KENTUCKY 



570 KILOCYCLES 

SERVING 
5 

STATES 
WEST 

KENTUCKY'S 
MOST 
POWERFUL 
STATION 

Represojiti'd by thi* 
$ JOHN E. PEARSON CC 




National and regional spot buys 
in tvork now or recently completed 



SPOT BUYS 



TV BUYS 

Procter & Gamble Co., Cincinnati. i> planning a campaign in 
nian\ scattered niarket> to pu.-li its Cheer. The 4 ^so\enll)er schedule 
will run fur 13 weeks. Minutes will he slotted during nighttime 
hour?; frequency varies with the market. Buying is not completed. 
Buyer: Charles Buccieri. Agenc\ : Young & Ruhicani. New York. 
(Agency declined to comment.) 

The Borden Co., New ^ ork. is entering major markets to advertise 
its instant coffee. The Octoher schedule for nighttime will run for 
six weeks: the daytime schedule, until the end of the vear. .Minutes 
and cliainbreaks will be used for hoth schedules. Bu\er: liob Wid- 
liolm. Agency: DCSS, \ew York. (Agenc\ declined to comment.) 



IS going into various 



The Nestle Co., Inc., ^'hite Plains, \. \ 
markets for its Xestea, Decaf and Maggi products. October schedule 
will run for nine weeks. Daytime minutes push Xestea. nighttime 
minutes will promote Decaf and Maggi lines. Frequency will vary- 
from market to market. Buyer: George W alker. Agenc\ : Dancer- 
Fitzgerald-Saniple. Inc., \ew York. (Agency declined to comment. I 

The Procter & Gamble Co., Cincinnati, is purchasing schedule* 
in various markets for its new hair spra\ \\ interset. The 52-week 
campaign begins 28 Octoher. Minute announcements will be placed 
both daytime and nighttime. Buying is not completed. Buyer: Hank 
Linden. Agency : Benton 5^ Bow les, \ew" ^ ork. ( Agency declined to 
comment.) 

Shwayder Bros., Inc., Denver, is using major markets in its Sam- 
sonite luggage campaign. Octoher schedule, with nighttime minutes, 
will run for eight weeks. Buyer: Jerry Firestone. Agency: Grey 
Advertising Agency, Xew York. 



RADIO AND TV BUYS 

Monarch Wine Co., Brookhn. is investing 60^ of a new 1.5 
million ad expenditure in radio-tv spot. The campaign starts during 
Octoher and runs until the end of the year. In television, over 48 
stations in 29 markets will he used: minutes and some 20*s will 
he scheduled during nighttime hours primarily, to reach an adult 
audience. Average frequency: 10 spots per week per market. In 
radio. 30 stations in 29 will carry daytime minutes: average fre- 
quency : 25 spots per week per market. E.t. and film commercials 
feature a softer, face-lifted version of the '"Man oh Manischewitz 
jingle, I see spo>sor, 31 October. 1955 1. Theme of campaign: 
"ever\hod\ s wine because it tastes so good." In a bid for broader 
consumer acceptance, the ''kosher " identity has been dropped. 
Bu\er: Gail Mvers. A<z:enc\ : Lawrence C. Gunihinner. New York. 
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ENTERTAINMENT ACTION 
FOR AT-THE-COUNTER 

SALES ACTION! 



}pa's new plan is so practical. so prof itable. . . so economical 
..you'll wonder how "*pacan afford to reduce your program costs 

V.) 

to nothing! The greatest sales-producing plan in television 
history results from combining the three tested adventure -action 
favorites shown below. To get the complete details for your TV 
program cost-slashing plan, wire or phone today. 






lOUNT OF MONTE CRISTO 



I ■ ... Alexander Dumas* great classic! 
CRISTO outrates every syndicated 
program in Boston week after week 
(31.5, Puls6 10/56) ! The highest-rated 
program on any day at any time on New 
York's npn-network stations! In Buffalo, 
cost-per-thousand, only 54^ for Pepsi-Cola 
and Bison Dairy! Atlanta (16.0), Bir- 
mingham (23.9), Dallas (13.8), Minne- 
apolis-St. Paul (15.2), Norfolk (47.8), 
San Francisco (24.2), San Antonio (21.1), 
outrating top network shows! In Pitts- 
burgh (30.1), again outrating Ed Sulli- 
van, Disneyland, Roy Rogers, G.E. Thea- 
tre, M-G-M Parade, etc.! CRISTO ranks 
way up in the TOP TEN among all syndi- 
cated programs in the nation! 



I 



lAMAItOF THE JUNGLE 



WTm . . . starring Jon Hall ! The first and 
I ( still the only series of its kind in 
all television! Positive sponsor iden- 
tification! Exciting, authentic production! 
Unlimited merchandising opportunities! 
Top syndicated show in Knoxville (37.5), 
outrating Ed Sullivan, I Love Lucy, Phil 
Silvers, $64,000 Question! 45.8 in Spo- 
kane! 13.2 in New York! 19.5 in Wash- 
ington D. C.I 12.6 in Los Angeles! 37.7 
in Houston! 21.8 in Detroit! 24.5 in 
Columbus! 22.0 in Louisville! Outrates 
syndicated and network shows in original 
and repeat performances in market after 
market! 



HAWKEYE and The Last of 
the Mohicans .the "most memo - 
rable character in American fiction", 
based onAmerica's classic of all time by 
James Fenimore Cooper. Within four months 
HAWKEYE nationally leaped to 4.5 points 
out of first place in the TOP 15 TV WEB 
SHOWS (Billboard, 3/1/57). Highest-rated 
syndicated program in Toledo; outranking 
all competition in highly-competitive Los 
Angeles, Seattle and Portland; first place 
among all syndicated series in Cincinnati ; 
among top three in Columbus; fourth high- 
est-rated syndicated program in the toughest 
market in the country, New York! 







Televis 



488 MADIS 




Program costs too high? You'll agree that tpa's new sales plan challenges ii 
most economy minded! Here's xjour one big chance to get top programs, prod^ 
especially for television, on a basis no advertiser ( national, regional or local) 
station manager can afford to turn down! 



Prei luiin i Diunuiinenta make it niipua^ible Joi t pa to offei 
tim mnney-aaviiig plan in every market. It is available 
in only 1J7 telcvmon markets today, and only one station 
in multiple-ntation markets ean be licensed jor thix 
SALES ACTIOS' plan. Inside you u-ill find full details 
on the top-rated series which comprise the 260 hours of 
top entertainment action . . enough for a full hour five- 
day-a-week strip of axtdienee-buildiny entertainment! 



HERE'S HOW TO GET 
THE COMPLETE DETAI 



Yon pay nothing to get ■ 
information about the plan v> 

tsave you most of your proq 
costs! All you do is fill in 
and address blank and gift 
lipf' this form in to Wesic 

hey II take eare of getting your rrqv 
immediately, and of course we'll pa 




THE ANSWER 
FOR COST- CONSCIOUS 
ADVERTISERS WHO REQUIRE ; 
TOP QUAUTY PROGRAMMING! 
127TELEVISI0N MARKHS 
AVAILABLE NOW! 



ALUMINIUM LTD. 

{donlimiftl jroin iV) | 

llcn-'s llic |Ki\()IT to Miiiiiiiiiiiiii I. id. 
for its im csliiKMit in network l\ tlie 
ciiaiijics liclwci'ii tlic aiiti I'J.")? 

sii r\c_\s: 

• More people tliiiik S. iiidiis- 
trv should import aliiiniiiiiiii. 

• (laiKida is iiieiitioiiod more often 
in V)?>1 than in !').")() for ainininnni im- 
ports. 

• Appreciation for the importance 
«)f electricity and water power in mak- 
ing primar\ ahiminnm ingot increased. 
Other factors such a-^ manpower, ma- 
chinery and transportation diil not 
<'hanj;e. 

• I'slimatioii of Alnmininui Ltd.'s 
«*i/e increased; other companies sta\ed 
at the sanu' levels. 

• I'stimation of the firm s research 
activity increased. There is no change 
for other companies. 

Four of these fi\e favorable changes 
in thinking and attitndes were more 
marked in Onmihus viewers than in 
non-viewers. 

In general, allilndes among "opin- 
ion leaders" \\as more fa\()ral)le to- 
\var(l Alnminiiim Ltd. than among non- 
leaders. The) indicated a greater 
awareness of: (1) the need for U. S. 
industries to import aluminum: (2) 
Canada as a good source of aluminnm 
supply. 

A dissonant note: 

• Thinking that Aluniininm Ltd. is 
afidiated \\ith another aluminum com- 
pany increased. 

The 1957 surve\ shows that "opin- 
ion leaders" are more likely to think 
there is a connection than '"non-leail- 
ers." It seems, however, the 1957 sea- 
son diminished the original confusion 
somewhat. People who watched Om- 
nibus only the first surve\ }ear (1950) 
show a greater increa>e in the feeling 
that Aluminium Ltd. is afidiated than 
those who viewed only in 1957. 

rhis confusion ma} stem from Alu- 
minium Ltd.'s earlier connections with 
\lcoa. The Canadian firm, in realit} 
a holding company for a worldwide 
network of aluminum enterprises. \\as 
originally formed in 1928 to take over 
the foreign interests of Alcoa. 



KCRA 



SACRAMENTO, CALIFORNIA 
. . . the highesi toted 



CLEAR 





COVERAGE: 

94 Count es n Kansa5, 
M'ssour', Nebras'-a, 
w th a tota o< 458 900 
radio fami les! 



CHARLES ROSS 
Associate F^rm Director 



CIRCULATION: 

184 4 10 d""erent 'ad'o 
fa^n' 'es every ■^eel'! 



PENETRATION: 

40. 1 °o weelt y 
penetra*'on 'n th's 
vas' 94 . coun'y 
coverage area! 

(Source: N'e sen Stud, —2 



WIBW 



Levering and Ross KNOW farmers — and 
the farmers of Kansas KNOW them! To 
serve this vast market of 458,900 radio 
families, WIBW heavies its "LIVE" pro- 
gramming v^ith nev^s, markets, weather 
reports, farm facts — and country music! 
Plus top CBS Radio shows, too! 

And for 33 years farm advertisers have re- 
lied on WIBW to deliver their "sales mes- 
sages" — messages supported by space ad- 
vertising, trade mailings, courtesy an- 
nouncements, sales coordination, etc. 

Yes , . . WIBW helps you sell to a pre- 
built audience, . . . it's Kansas' number 
one radio station! 



slotion in the West! 



1 



I CHANNEL 



TOPEKA. KANSAS 

580 KG with 5000 Watts 

Covering 1 1/2 Million Consumers in Kansas. Nebraska and tvlissouri 
Represented by Avery-Knodei, Inc. 
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NOW IN 

ROANOKE 



and Western Virginia 

WDBJ*^ 




the EARLY SHOW 



l'iiiici|);il slorkholdcrs in Alcoa also 
lielfl roiilrol of Aluniiiiiuni Ltd. Thai 
status cliaiigcd as the result of a June 
1950 court flerision in an anti-trust 
proceeding against \lcoa. The order 
directed the larger two-company stock- 
hidders to dis|)ose of their shares in 
one or the other firms, lliey elected 
to retain their Alcoa hohlings and in 
Januar)' 1951 were ordered to dis|)Ose 
of the iVhiminiuni Ltd. stock over a 10- 
\ear period. During that time, their 
voting rights as shareholders are vest- 
ed in three court-appointed trustees. 

The inde|)endent Canadian firm to- 
da\ conj'ists of 47 full) owned or af- 
filiated suhsidiarie^ in 20 countries; 
the prin( i{)al one is Aluminium Co. of 
Canada, \luminium Ltd. shareholders 
nundier 28,000. 

In its cor|)orate ad\ertising strateg), 
.Muminium Ltd. is backing up its t\' 
Sunda\ -punch with a series of power- 
ful jahs in the jirint media. 

Full-page color ads are now appear- 
ing regular!) in the news weekly maga- 
zines. Last year the firm also hit the 
newspapers with full-page treatments. 
I hese ads are designed to carry out 
the themes of the t\ commercials. 

Booklets and brochures are used by 
Aluminium Ltd. to promote its spon- 
sorship of the Omnibus program. 
The>e are mailed to aluminum indus- 
trv manufacturers and the firm's busi- 



Famous Feature Movies 




Monday through Friday 
4:00 to 6.05 P. M. 



Your Peters, Gr/ff/n, Woodward 
"Co/one/" con give you the full story con- 
cerning porf icipofions. Coll him now.' 




ness associates. 

Announcements are currently in 
the papers heralding the first Omni- 
bus show of the 1957-'5o season : a 
musical \ersion of "Stover at Yale," 
set for 4:00-5:80 p.m. Sunday, 20 Oc- 
tid)er. This is the first Omnibus 
show not underwritten by the Ford 
Foundation. ^ 



CUT SPOT'S PAPER MAZE 

(Continued from page 36 I 

CBS Radio o-ii-o s. For a year now, 
in its own effort to streamline spot 
business, CBS has billing on new elec- 
tronic equipment. The early part of 
the year was a period of experimenta- 
tion and gradual switch-over from 
manual to machines. By now, how- 
ever, all national radio spot billing is 
mechanized, according to W alter l\o- 
zett. director of adniinistrati\ e opera- 
tions. About 20.000 spots per week 
are running through the machines. 
Where it used to take about 2.000 in- 
voices a month to complete billing. 
C13S now sends out only about half 
that manv. Now in\()ices carr\ all the 



s])ots for one ad\ertiser, a great im- 
{)ro\ement over the old system where 
e\ery sp(jt with a different rate went on 
a se{)arate bill. The machines also 
handle salesmen's commissions. 

Another simplification effected bv 
CBS Radio Spot Sales through its elec- 
tronic set-up is that stations no longer 
furnish logs. CBS sim|)ly sends out 
machine-prepared schedules and sta- 
tions onl)' have to send out duplicates 
confirming them. 

Something of this sort has also been 
suggested for affidavits by Robert M. 
I'urcell. |)resident and general mana- 
ger of KFW'B. Los Angeles. His idea: 
Instead of going through the long 
jjrocess of typing out affidavits listing 
every s|)ot and the time it ran. simply 
t) pe on an affidavit form: "Sijot an- 
nouncements ran as per original sched- 
ule furnished y ou with the exceptions 
as noted below h^xceptions w ould 
then be listed; if schedule was ad- 
hered to. it would state, "None." 

One thing is certain: the mounting 
interest on the part of reps, stations 
and agencies in smoothing out spot 
must have its effect. The day is com- 
ing closer when spot buys will be as 
uncomplicated as a couiitrA cousin. ^ 

... an ideal 

16mm 
Projector 
for use with 

Vidicon 

chains 

see page 66 



ROANOKE, VA. 

Owned and operated.by 
the Ti^es-World Corp. 
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Which Sandy Jackson 
do you want in Omaha? 

'I'lic one whose share of aii(heiice hits only 4.^.6^}? 

Or tlie one wlio hits a hi^h of 46. (S%? 

I hc\'rc both the same guy — onl\ one's c;irl\ ( 1 I a.m. to noon) when with 
a high ' I hour of 4^.6',' he outrates e\eruhing within hearng. 

The other's hiter (2:()() to 4:00 p.m.) with a 46. K', high. 

l^arly Sandy and hite Sand\ are two of the jiersonahlc |K-o|ile who 
ha\e kept KOWI I on top in Omaha ^jr 72 consecuti\-e months. 

Now only the ownership is changed I\\er\ thing else is status (|uo 

S a.m. to 6 p.m. Monday through Saturday a\-crage share of audience: 
A first jilace 35. 0^, (August September I looper). PuKc and Trendex 

make it unanimous. 

Which Sandy Jackson to buy is a much harder problem than which Oiiiaha 
radio station. Call KOW'I I manager \'irgil Sharpe or \dam Young. 
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Nielsen Station Index Reports 
put unprecedented radio and tv data 
)t your fingertips... 




New reporting features 
make the Nielsen Station 
Index even more valuable- 
market by market— 

. . . for effective time buying 

. . . for successful 

station operation 

Multi-dimensional reporting 
for radio 

Radio today is bought and 
sold in strips and blocks of time periods— 
and the new NSI reports it to you in those 
dimensions: 

Number of different homes reached cu- 
mulatively by time-period strips and 
blocks and impressions per home. 
This, of course, in addition to the per- 
broadcast audience for each time period 
. . . and Audience Composition . . . and 
Auto-Plus. 

— — n 4-week reports for tv 

|\|tVl J Tv needs high-frequency re- 
L— — porting ... as well as long- 

term averages. You get both in every NSI 
tv market. 
NSI Reports have always been based on 



8-week averages because buyers and sellers 
of time need average condition data. 

Now, to meet the need for high-fre- 
quency reporting, NSI gives you two 4- 
week-average reports in afldition to each 
bi-monthly complete Tv Report. 

rrrTl Metro Area Ratings 
for both radio and tv 




The new NSI now gives you 
Metro Ratings, radio and tv. The.se rat- 
ings, indispensable for comparative meas- 
urements, are based on the Census-defined 
Metro Areas where population and mar- 
keting are most heavily concentrated. 

NSI continues to give you the equally 
essential measurement of Station-Total 
Audience, which covers the entire pro- 
gi-am audience, wherever located. 



— — ^JTTJI Convenience and utility 

■ ■ j NSI now includes these added 
— " features, packaged in a new 
"pocket-piece" size. You'll fi^nd the new 
reports give you more information in a 
more convenient and u.sable form . . . 
making it a more valuable tool than ever 
in time buying and selling. 



Only the Nielsen Station Index Reports have the 
accuracy, breadth, and depth of information you 
need: 

All data are produced by meter-based meas- 
urements and processed according to exacting 
production standards. 

These meter-based measurements are made in 
carefully constructed area probability samples 
representative of all homes in areas measured. 



Fixed samples, and reports based on 8-week 
time spans, permit the reporting of both cumu- 
lative and average-broadcast audiences. 

In Brief: The new NSI is the keystone to successful 
time buying and selling, because it alone provides 
the multi-dimensional facts needed for complete 
evaluation. 

Call . . . wire ... or write today for all the facts 
on the new NSI. 



A. C. NIKLSEN COMPANY 

Chicago 45 New York 36 Menio Porlc, Colif. 

2101 Howord St. 500 Fifth Ave. 70 Willow Rood 

HOllycourf 5-4400 PEnnsylvanio 6-2850 . DAvenport 5-0021 



ASKS 



How do writers use research in creating commercials 





Richard W. Bowman, lirc iiresldcnt, 

\(irma>i, ( raif; S: kitmrnel, \cw ) ork 
I'liatV J jiipat qiR's^lion. that is. How 
does L uilcfl Slates Steel help in the 
sccluctii)ii of a tender and delicious 
yoiinj: female? Weil. L\S.S. uiade the 
^piiufis that went into the mattress and 
that's where the whole thing was con- 
summated. \nd so it is with research. 

Vctnaih research a help. It de- 



"as a tool 
to produce 
impucr 



fines the problem. It shows where 
\ou'\e been and it tells you what's 
happened. If you like MR (and we 
do, with a little salt, please) it tells 
\ ou w hat people are thinking and feel- 
ing and wh\. Hut research can't write 
the commercial. And what's more the 
research folk don't want it to do so. 

After all. if you assume reasonably 
good research on a given problem, then 
all competitive companies and their 
agencies start with the same informa- 
tion. And if the creative process is to 
pla\ icsearch back — then the resultant 
conmiercials are going to sound and 
look alike. W'h) not? Its a safe 
course, because \ou '"followed the re- 
search. " But it isn t \er) safe for the 
manufacturer, unless he happens to 
have the biggest budget. 

We say that the big job in an adver- 
tising agcncv is the same today as it 
was 50 >ears ago. Ihe job begins 
when the research is completed. Vi^e 
sa\ von have to then take the results 
of the research, the ('efniition of the 
problem and the manufacturer's situ- 
ation in it and relate it to people. 
After all, it s people that bn\ — and the 
connnercial has to have a \ ery per- 
sonal nie<«age aimed at \ ou and me 
and Aunt Su^ie before the research 
information pa)s off in a sale. 

This agency bclie\es that the link 



between product and people, between 
research and reaction at the counter is 
empath) . To us. empathv in adver- 
tising is a (pialit\ which lets the \'iew- 
cr find himself in vonr commercials. 
It is more than identification it makes 
the message real and j)ersoiial. 

Let's sa) that the problem is bad 
breath. Research alone will produce a 
line that says "Stop Bad Breath." But 
a real copywriter j)roduces '"Often a 
Bridesmaid — Never a Bride" . . . and 
that's empathy in advertising and it's 
the hardest hard-sell of all! 

That s what the writer is for ... to 
put the vids and the auds together so 
that they link the product message to 
people with an emotional impact. And 
research is the tool in all this. It s to 
provide the iiiff)rnmtion. to check the 
results, to show mistakes. 

Dr. Jaye S. Niefeld, manager, Adver- 
tising Research Sen-ires, McCann-Erickson, 
?\'eic York 

Research at McCann-Erickson is con- 
sidered an integral part of the crea- 
tive process. The advertising Avriter. 
to do his job most effectively, must 
first know the answers to several ques- 



"to determine 
best sales 
approach^' 



tions — answers which research fre- 
quently is able to provide. The ques- 
tions most usually asked by creative 
people arc: 

1. Who comprises the heavy user 
groups for the product, for these are 
the people to whom the writer must 
address his cop\ ? 

2. What are the basic consumer 
motivations most prevalent in connec- 
tion with the purchase of a particular 
product or service? 

3. Are there certain basic or gen- 
eral purchase propositions which are 




much more effective than others in 
appealing to these consumer motiva- 
tions? 

4. What are the ingredients of com- 
petitive ca7npaigns both the success- 
ful and unsuccessful ones? 

Once this basic information is made 
available to the Creative Department, 
the work of the writer in preparing 
specific ads and connnercials begins. 

Because Creative people are almost 
always creative (with a small "c"), 
they usually come up with more than 
one interesting way to sell a product. 
It is at this point that research again 
ma\ play a part. The copy research- 
ers (or tv researchers) frequentlv are 
asked to conduct studies to determine 
the best of several sales approaches — 
and to learn w hy one is better than the 
rest — when there is question about 
which approach will lia\e the greatest 
impact. 

From this kind of research there fre- 
quently results some form of general- 
ized findings concerning the basic ap- 
peals, formats and techniques which 
make for the most effective advertising 
in a specific product field. With this 
kind of data available, the writer is 
able to direct his creative efforts along 
the most fruitful lines. 

In essence, then, research serves two 
basic purposes in guiding writers: 

1. It provides the basic informa- 
tion necessary for the writer to have 
before he can begin to work. 

2. It disco\ers general findings 
which lessen the amount of trial-and- 
error the writer goes through in trying 
to find the most productive selling ap- 
proach. 

Marjorle Creenbaum, rice pres. and 
copy group head, Foote, Cone & Relding, 
.\ etc 1 ork 

In our agenc). research as guidance in 
writing copy for all media is done in 
four major areas: 

1. Marketing: Market research ex- 
plores such important ingredients of 
successful selling as product, packag- 
ing, pricing, distribution, and the use 
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'■///*■ /«'n7 
icsiuirrh is 
ht'in^ tih'rl" 



of iiH'dia. It would he ini|)o-<sil)l»' to 
writi" good (•o|)\ for an\ |)rodurt, in 
am uiediiiiii. willioul knowing the 
|)rodn(t's |)osition in tlic market ami 
al)o\c all tlie |)rofde of the nuirket 
itself, from the --tand|)oint of --e\. age. 
income, location, etc. 

2. /'<'<)/>/<■: lia\ ing olnhli^hed a ba- 
sis for our under-landing of llie mar- 
keling silualion. re-earch i< xainahle 
in deleriuining ihe basic needs and 
wauls of the |)eo|)le who are logical 
|)ro>|)ecls for the |)rodu( l. ^ on can't 
conununicalc wilii |)eo|)le uulil \ on 
know nol Old) who the\ arc hut wiiat 
moli\atcj. and intcrc-ls them, whal 
com iuces and |)cr-uades them. 

3. I'relcsliiif;: Co|)\ a|)|)eals are 
pre-lested in a great man\ wa\s. 'Phe\ 
can be lestcd in I he form of a choice 
of a series of ba-ic -cliing >lalemenl-. 
In the case of commercial?. the\ can 
take ihe form of ta|)e recordings, or 
?lor\ board?, or iue\|)cnsi\ ei\ fdmed 
mock-n|)s of |)r()jcctcd commercial-, 
i're-tcsling of copy is a pari of the 
crcali\c proce-s. It can tell us whicli 
selling arguments are most cfTective. 
which claim- are mosi belicNcd. which 
ideas are ino-t remembered. 

4. I'osl-lcsliiis:: Re-carch of cop\ is 
a continuon- proce-?. and can be mosI 
helpful in determining the cfTcctivene.-s 
of a current campaign. Post-testing 
can be done in a \ ariet\ of wa\s. The 
sim|)lesl is lo gel direcl reaclions from 
panels of consumer? upon showing 
them the finished commercial. Oul in 
the field, our research people can find 
out for us whether people remember 
.-seeing a connnercial. and whal tbc\ 
renuMubcr about it. Posl-tesling helps 
us to relate imj)acl. memorabilit\ . be- 
lie\abilily. and de?ire to bu\ . Thus, 
il serves as an invaluable aid in plan- 
ning new commercials, or even in mak- 
ing changes in current connnercials. 

\ll of the aforementioned covers 
formal research. Rut there is no re- 
search like that which ihe copv writer 
does e\er\ dav in the week ju?t b\ be- 
ing ali\c and aware and |)ercepti\e. 
-No research takes the place of waking 
up e\cry morning and renewing one- 
membersbi]) in the human race. ^ 




We Enrolez Pas--- rms is your 

INDIAXAPOLIS / DES MOINES DAY! 

Not ;i care in the uorid on Indinnnpolis-Dcs Moints day uiicn \ou join 
forces with \VXL\\' and KSO. the two radio stalions offering c\ciiisi\c 
programming with special emphasis on adult appc.ii ... a fornuit tliat 
dcii\crs the kind of results \ou want. 

WXLW, top-rated in Indianapolis (22.4 PULSE ;ncragc!) is tiic only 
radio station in town with "Impact" . . . t\vo ncwsmobilcs and two expert 
reporters who scoop the rest with li\e. on-the-spot broadcasts of the 
local news as // happens! \V.\L\V listeners are alwa\ s the best informed 
folks in tow n, ncws-u isc and product-wise, and they show it! Buy the 
one radio station in Indianapolis preferred by a vast majority of product- 
hungr>' Hoosicrs— WXLW. 

And to make your day complete . . . choose KSO-tlic station w illi adult 
appeal in the rich Dcs Moines market. Alrcad\' the number one salesman 
in Dcs Moines, KSO is now forging to the front of the popularit\ parade, 
with a music-and-ncws format that has become the brightest spot on the 
dial. Let KSO brighten \our day— with results'. 



SOOO Walls Day Time 




950 KC 
Indianapalls, Indiana 



SOOO Walls Full Time 




1460 KC 
Des Moines, Iowa 



Contact your nearest JOHS E. PEARSOS representative 
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Capsule case histories of successful 
local and regional radio campaigns 



RADIO RESULTS 



GASOLINE 

SIMNSOR: Leslie Ncal & Son, Conoco AGENCY: Direct 

tli^trihutors 

Capsule case history: Between 27 August anJ 8 September 
of this )ear. Leslie Ncal & Son, San Antonio gasoline cHs- 
ti il)iitoi"s, instruc ted their 72 Bexar County (Texas) cHs- 
trihutors to issue extra trading stamps with every gas-up of 
over seven gallons in a special promotional push. In order 
to ohtain the widest possible exposure for his special offer, 
\eal purchased 100 one-minute announcements on KONO, 
to be distributed throughout a 12-day campaign. At the 
end of this period, more than 500,000 gallons of gas had 
been sold. This represented a 50% increase over normal 
sales for such a time period. The stamp bonus was avail- 
able only in Bexar county, and Leslie Neal was pleased to 
note that people flocked from the adjoining counties of 
Kendall. Medina. Guadalupe and others to purchase gas. 
"I attribute the tremendous sales to the radio spot cam- 
paign on KOiS'O," Neal said. "No other medium could 
have delivered these results in such a short period of time." 

KO.NO. San Antonio PURCHASE: Announcements 



BANK 

SPONSOR: National Savings Bank AGENCY: Langeler Advertis- 
of New Haven ing Agency 

Capsule case history: In an effort to attract new deposi- 
tors to the National Savings Bank of New Haven, Langeler 
Advertising Agency placed a four-week saturation campaign 
in May on WELl, New Haven. As a result of these spots, 
570 people opened savings accounts at the bank. This was 
by far the largest number of new depositors attracted to 
National in a similar period of time — 43% more than the 
bank's announced goal. The spots ran Mondays through 
Saturdays between y:30 a.m. and 11:00 p.m. No other 
media were used. "National's new depositor promotion, 
for which we consider WELI primarily responsible, far 
outstripped our most optimistic expectations." said Carleton 
H. Stevens, Jr., v.p. of Langeler. There were no special in- 
ducements to entice listeners and only staff announcers were 
used. Having seen what radio spot can do. National Savings 
Bank is planning to use WELI for future promotions. 

'WTLI, New Haven PURCHASE: Announcements 



HAND LOTION 

SPONSOR: Double Ring AGENCY: Direct 

Capsule case history: Double Ring hand lotion, a regional 
product, was introduced to South Dakota and three sur- 
rounding slates over KELO, Sioux Falls, S. D., late last fall. 
In one year. Double Ring has become the region's top sell- 
ing luxury hand lotion. Max Turner, the toiletry firm's 
owner, relied upon KELO exclusively to introduce his prod- 
uct and subsequently build sales. Since Double Ring is not 
geared to market on more than a regional basis, Turner 
patterned his area of distribution after KELO's coverage. 
At present the major portion of his advertising dollar goes 
to a basic spot schedule the year 'round on KELO, supple- 
menting it with a saturation campaign each fall. "I can 
give credit to KELO for establishing Double Ring as the 
largest selling 'class' hand lotion in four states," Turner 
said. "As it is now, I will have to increase my production 
to keep up with the demands created by this campaign." 

KEt.O, Sioux Falls PURCHASE: Anuouneements 



TRAILER SALES 

SPONSOR: Trailer Sales Ine. AGENCY: Direct 

Capsule case history: Wm. Taylor, Jr., manager of Trailer 
Sales Inc., of Chula Vista, Calif., decided to test a short 
campaign on KGB, San Diego. After just three spots (cost: 
$30.00) on the "Margie" show. Monday through Friday 
12:15 to 1:15 p.m., Taylor credited KGB with selling three 
trailers costing approximately $2,500 each. He had used 
no other media for one year prior to this schedule of two 
spots per week for two weeks on KGB. Minutes after the 
first announcement, people began dropping in to look at the 
trailers Margie — KGB's "Personalit)' Girl" — had described 
on the air. "Not a week goes bv that we can't credit sales 
to her program," Taylor told KGB. "Shortly, we'll use a 
spot e\'ery day on 'Margie.' We've tried other means of ad- 
vertising but none has done as much in such a short period. ' 
As a result of Trailer Sales' success, three other trailer deal- 
ers have decided to use KGB in their owm sales promotions. 

KGIJ. San Diego PURCHASE: Progra.n 
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1st eight straight months in Washington, D. C— in share of total 
weekly audience, 6 A.M. to midnight— PULSE, January through August 

REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 
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KEMP 




clicks on 



The Bill Kemp Sho 



Here's another helping of high-powered 
showmanship and salesmanship on 
American Radio. 

Here's Bill Kemp — popular comedian, 
of radio and stage fame— with a brand-new 
hour of live fun and music. The Monday- 
through-Friday Bill Kemp Show is packed 
with plenty of currently popular music, and 
spotlights top vocalist Peter Hanley (live), 
songstress Betty Holt (live), The Upbeats 
(live), Neal Hefti's orchestra (live) and 
announcer George Ansbro (live). 

This is entertainment that's geared to 
do high-powered selling to nighttime 
radio's youngest family audience. It's live 
radio. It's fun radio. It's American Radio. 






American Radio! 



Ii adds a nighttime music-and-fun session to American's 

all-new, all-live line-up, weekdays, 8 to 8:55 pm 




NEGRO MARKET 

{Continued from page 43) 

able lo lake willioul being "^o\(\ out. 
I'resiimably lliey iiiaiiage to shoeliorn 
all those spots in "sonicliow'" and put 
tlieni o\er efi"ef tivel\ . Or do tlie\ ? 

On certain stations you also can't 
tell from the blurh about the d.j. how 
often he is likeK ti) abuse the com- 
mercial message and emasculate its ef- 
fectiveness. Sloppy reading of live 
ropy is the least of it. Too often the 
hard-pressed or arrogant d.j. may read 
the first few sentences qnd then skip 
down the page to the tag line; cutting 
the "logged one-minute to about 25 
seconds. Sometimes he may lift the 
needle on the recorded announcement 
right after the opening jingle and re- 
place the remaining 40 seconds of re- 
corded announcer's voice with a brief, 
Hve ad-libbed sentence. On a tran- 
scription platter bearing a number of 
different cuts designed to be run in 
rotation, the first one may be worn out 
fast because it is the easiest to cue up 
on the turntable and is therefore the 
only one used throughout the cam- 
paign by the busy one-man combina- 
tion studio and control room staff. 

I don't suggest that any of this is 
done all the time; nor by more than 
(thus far) a few Negro program d.j.'s, 
nor that it is done at the direction of 
the station owners. Nor do I say that 
it is exclusively a Negro station prob- 
lem. Under today's radio-boom condi- 
tions, which induce a "sponsor-be- 
damned" undercurrent in the behav'ior 
of small people on too-econoniically 
run stations, abuses like these can oc- 
cur on any such station when the man- 
agement is either absentee, indifferent, 
inexperienced — or is lacking in aware- 
ness and respect for the standards of 
reliability in performance on which the 
very structure of spot radio was built. 

My only reason for mentioning 
these increasingly common abuses 
here is that we have found a greater- 
than-a\'erage incidence in the Negro- 
station list. 

"The rates are so low! . . ." 

It depends on what you mean by 
"low." If you are accustomed to big, 
clear-channel station rate cards, these 
prices look like peanuts. And even by 
comparison with other stations in the 
city with the same power and cover- 
age, the rates seem to be a bargain. 

Cf)uld be, you ha\e been so confi- 
dent about the big bargains in Negro 
radio because of the presumably spe- 



cial rales vou can get through the 
plausible euphemisms of '"package 
deals" or so-called "regional" prices. 
But how nmcli of a bargain are )ou 
uclually gelling today? \Mien ) ou get 
douu lo cases, the true value of any 
radio advertising is measured in terms 
of either the number of prospects 
reached or the actual sales made. 
While the costs of Negro radio in 
almost every market were very reason- 
able for a long time, the situation has 
been changing rapidly. H\ now, on at 
least 25^ f of Negro-program stations, 
the costs for many an unsuspecting, 
imperfectly guided national advertiser 
are far from low, when measured by 
either cost-per-thousand or advertising- 
lo-sales ratio. 

It is obvious that the greatly in- 
creased demand for time on these sta- 
tions is responsible for both aspects of 
the cost problem. Crowded commer- 
cial schedules, along with those in- 
creasingly prevalent abuses of copy, 
have been reducing the sales impact of 
each spot. And the recent rate in- 
creases are too often based entirely on 
demand — sometimes underscored by 
monopoly (one-station markets). \^Tren 
the station owner feels that "I can get 
it from enough of 'em," he doesn't 
have to justify the price increase with 
proof that he is delivering increased 
circulation. 

All of this means that nowadays it 
takes a lot more work than in the past 
to insure your chances of getting big 
value for the money ) ou put into 
Negro radio. 

"The station covers the area 
like a blanket . . . !" 

Yes, but almost every radio blanket 
has a few holes ; a few dead spots or 
directional signal vs'eaknesses. Now, 
such deficiencies usually don't matter 
too much on the average (white) sta- 
tion because if you don't reach those 
particular listeners, you'll make up for 
it by the stronger, wider signal in 
other sections. 

But a Negro station's usable cover- 
age is only as good as its audibility 
in the sections where Negroes live. So 
it's a good idea to make sure that the 
attenuation or dead spot isn't right 
there. 

Does it sound far-fetched? Well, in 
several important cities right now there 
are stations with highly publicized 
Negro programs wdiich lay down a 
great signal in the downtown business 
district or the fashionable suburb, but 



are practically inaudible in a good part 
of the Negro district. This is espe- 
cially true where the \egro community 
has been splitting, with a sizable 
number moving on to new develop- 
ments and housing projects on the 
other side of town. 

Remember too, most Negro stations 
are located c)ri the high end of the dial, 
and sometimes have rather casually 
located transmitters and helow-par 
engineering. 

"We're on the show with the 
highest rating . . . !" 

Wliat rating are you talking atDout.' 
If it is a special all-Negro survey, who 
paid for it? And was the sample big 
enough to provide reliable figures? But 
even assuming that the program does 
actuall) have a greater-than-average 
number of \egTO listeners, does this 
automatically mean that your commer- 
cials will make more sales? Well, a 
lot depends on the nature of your 
audience and what you are selling. 

Usually, the top-rated Negro pro- 
gram is a late afternoon rock-and-roll 
session. Which is fine if you are 
plugging a bottle of soda pop or a 
pack of bubble gum. Because that's 
just about the limit of the buying 
power of the average Negro high 
school kid. But how much is he or 
she likely to be interested in or have 
anything to say about drugs, or cake 
flour, or appliances? It is a sociolog- 
ical fact that in the average Negro 
family the children have much less to 
say about the purchase of family 
necessities or luxuries than is now the 
commonly accepted situation in the 
average white family. 

Now let s consider some of the 
angles that come up when people talk 
about Marketing. 

"Sure, we've got distribution. 
Every big wholesaler carries it!..." 

That's fine. But in some areas cer- 
tain "short line" wholesalers you may 
never have heard of concentrate on 
serving the Negro district retail stores; 
hence are often more important in the 
distribution picture on certain types 
of merchandise than the much larger 
general service wholesale houses. 

However, this is not universally true, 
any more than that in ever)- city the 
retail stores where Negroes buy are 
always concentrated in Negro "dis- 
tricts." That's why it isn't safe to 
generalize about local marketing facib 
ities, to assume that the product is well 
distributed in a given city because the 
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WCAXT-TV 

Plxila^delplxia. 

Seven days a week— at seven pm— 
every survey ever taken shows 
WCAU TV far out in front! 
This season we are adding three 
outstanding new shows to 
this vital time slot. 
Now is the time to secure your client's 
franchise in this powerful 
sales period. Remember . . . 

WCAXT-TV 

meatus 
"business 

in. 

Pliila^delpliia. 






monday 1-* 

"GRAY GHOST" 

lli«Ior\. aiKcnliirr, ilniicnl [)I.in<mI out 

a(:illll^l llic ••lirriMC •.••iini); of iti<* Cnil U'«r. 

l.<-f;cn(lar\ (•\[)l()ii^ of (^mfnliTalr arin\ 

(.'Mcrnlla-.. A irlcM-mn fir-I. 

(Co <-|)oiisr)r> . Kfriliofcr Itakiii^ f!<iin|iaiu 

aii<l \ enirc Maul Kavioli) 

Available allcniad- wrrk oiionvor^hip 

aflfT DiTi-iiiIxT I6lh. 

tuesday 

"WHAT IN THE WORLD?" 

Tin- I'imImkIv Award ()rr)f,'rain llial inakc- .tcicnci" 
a fa«riiialiii^ caiiir. Now Ix-nif; iclf\ i'>c<J m 
full color. 

\vailal)lr full or allcriiair k])on-or»lii|) 
Wednesday 

"WHIR I. Y BIRDS" 

Tlir llirilliiic. arlion-rillcd a(lvrnIllrr^ (>( I»o 
frop lancinp llrlironirr pilot-. One of the 
hiplir-l rated fdiii >how- on lelcvi-ion. 
(Co-!.pon*orr(j l)\ Natii-rf) and Svlvan Seal) 

thursday 

"SHERIFF OF COCHISE" 

Ad\enlure >erie> ba«ed on ihe file- of the 
.-lierifTs office in Arizona's Coclii-e CounlN. 

(Spon-ored liy Socoin Mobil Oil (V)rnpan\) 
f riday 

"THE NEW ADVENTURES 
OF CHARLIE CHAN" 

Famed character aclor. J. Carrol \ai>:h. 

appears a- the prealest detective of them all, 

tne l>elo\ed Charlie Chan — in a series. 

of thrdlinp ne» mvsterie-. 

Available fidl or alternate sponsorship 

Saturday 

"HIGHWAY PATROL" 

Uroderick Crawford stars in this outstanding 
series based on the artiial exploits of the 
state liiphwaN |mlice. 
(Sponsorefl b\ I', liallantine & Sons) 



• 11 



SUNDAY 6:30 TO 7 PM 

"HARBOR COMMAND" 

'^tarnne popular *rrrfn *-i»r ^ rndfll Cnrrv in nnlifif 
irup-lo-Iife *lonrii of America'* Harbor Policr. CoA«t Guard 
I n»l* and Porl ^ulhontu"* Prrcciir* **Lt**ip" and 
inhrni* ihr audirnri- of alrrfronl'* — ih^ If>p ral*-d 
• *nd)rai*sl ?ho* in Ph>ljdplphia for thrc^ rr»r* 
(Co •pon^or La Ro*j» 



CHANNEL 



1^ 



CBS IN PHILADELPHIA • Represented by CBS-TV SPOT SALES 



SPONSOR • 19 OCTOBER 195' 



63 



"higji f \shule?-aleis handle it. nor 
on tlie other hand- to limit yonr 
^alcMi en's calls in every city to the 
wholesaler?- and stores in the local 
"llailem." 

"And so we looked up the sfa- 
t-ist-ics on the area . . ." 

Whoa! Which statistics? And ^s'here 
did \on look them np? It may take 
■\on a while to learn not to accept even 
the most neatly printed and reprinted 
\egro market figures at fare value. 
The faet is that there is a deplorahle 
lack of fulh relinhle olficial data 
on Negroes especially after this long 
period since the last census, during 
which some enormous changes have 
taken place in certain areas on such 
l)asic factors as population and income. 

Manv of the figures ^s•hich have been 
puhished and quoted are merely esti- 
mates. The trouble ^vith some of those 
estimates is that they are too often 
nothing more than cr}?tabball hunches 
or have been colored to fit a propa- 
ganda purpose. Tlie trouble is com- 
pounded vvhen these figures are picked 
up and quoted often enough to achieve 
"authenticity" and appear in respect- 
able publications. 

The most far-fetched distortions and 



contradictions have been originated by 
local Chaudjers of Commerce (under- 
estimates) and radio station managers 
( overestimates) . 

". . . And so we consulted an 
expert- . . ." 

How did he become an expert? 

Counsel, guidance, information or 
ad\ ice on the _\egr<j Market (merchan- 
dising, media, copy, etc.) is not always 
authoritative merely because the expert 
lives in or comes from the South (^"I 
was brought up with these people") 
or because his skin is dark ("I've been 
a Negro for 3o years"). W^ith a few 
outstanding exceptions, often the self- 
styled expert's directions are bkely to 
he colored by personal bias or out- 
dated ideas . . . or actual ignorance, 
concealed b) fancy market-research 
terminology. 

"Then we projected the test 
market per-capita sales figures..." 

It is impractical to set sales quotas 
and related advertising budgets for 
cities or areas only on the basis of 
population and local income figures 
(even assuming that the statistics you 
get are reliable) . 

Local conditions and varied seasonal 
income are more significant in this 




\s tioiv the 



NUMBER 1 



cofit per tlwiisaiid station* in 




*Get the facts from our representatives. Get our prices, merchandising plans, program ingenuity. 
Get concentrated impact for sales profit on WSRS. Most everyone listens to the All-American 
Family station 'round the clock for the Metropolitan Voice of Greater Cleveland featuring Local- 
World-Community news, plus plenty of luscious music, the top tunes from national and local surveys. 

Represented Nationally by Bob Dore Associates, 420 Madison Avenue, N. Y., PLaza 3-8370. 



field than in the "general' market. 
And the character of the local "social 
atmosphere" is perhaps most important 
of all. 

". . . And we'll load the coun- 
ters with merchandise displays . . ." 

Printed material, yes. Merchandise 
on the counter, no; except in a very 
few stores, or on very low-priced or 
bulky items. So, before you try to 
merchandise a display container deal 
in this field, accept the fact that even 
if vou do get the container on the 
store counter, in most cases the aver- 
age dealer will not leave the exposed 
packages in it for very long. 

". . . And we'll do the same 
thing in every other market . . ." 

It might be a great plan for New 
York, but it may not work as well in 
Winston-Salem. Don't overlook the 
wide differences from area to area 
and market to market in sophistication 
(willingness to accept new products 
and ideas), education and living pat- 
terns. And remember also that today, 
"big city" doesn't necessarily mean 
that you are dealing with a predomi- 
nantly urban people. 

Because of the recent big waves of 
migration, many of our larger cities 
now have a goodly proportion of 
people whose buying habits are in- 
fluenced b\ carried-over preferences 
and prejudices in products — as well as 
radio programs. 

Also bear in mind that while the 
Negro population in some cities has 
increased enormously in the past seven 
years, figures from the Department of 
Labor, regional vselfare departments 
and some of the labor unions show 
that these recent arrivals have mate- 
rially lowered the average per capita 
income of the Negro population \n 
these metropolitan areas. 

Are you beginning to get the idea? 

Knowledgeable merchandise and ad- 
vertising in the Negro field can pro- 
duce unusual results; yes, every bit as 
good as the publicity and promotion 
have led you to believe. But if you 
also believe that it's easy or sure-fire, 
pleasant dreams, my friend, pleasant 
dreams! ^ 



KCRA-Tv 



^ SACRAMENTO, CALIFORNIA 
^ ... Ihe highest rated 



CLEAR 



i slalion in ihe Wcsfl 
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OiVI^: T\' STATION liKAC^lKS 1 f) OF (WXADA 




1/5 
of all 
Canadian 
furniture 
sales 
are 
made 
in our 
Hamilton 
Toronto 
Niagara 
coverage 

area 




"Within our huge coverage area 2,552,715 people spend $126,133,000 each year in over 6S8 fui-niture 
outlets. This represents 21.69', of all furniture sales made yeai-ly in Canada. Another black and white 
fact proving CHCH-TV serves the richest market in Canada." Soui'ce: Sales Management Elliott-Haynes. 

For further information call : Montreal; UN 6-9S6S, Toronto: EM 6-9236, 
Hamilton: JA 2-1101, Vancouver: TA 7461, New York City: PL 1-4S4S, 
Chicago: MI 2-6190, San Francisco: YU 6-6769 CHANXELyy Canada 



CHCH-TV 





the VERY VERSATILE 




... a new model 16mm Television Projector for use 
with Vidicon chains . . . Designed to replace 
Model 250. 

Features ( Condensed for quick reading) 

1 . Mechanism: Heavy-duty for long life, low 
maintenance; oil reservoirs; unitized construction 
with isolated intermittent. 

2. Pulldown: 8-tooth sprocket actuated by proved 
Geneva movement. 

3. Light source: (500-watt tungsten lamp.) Standby 
lamp in lamp house easily put into operation by 
external handle. 

4. Application Time: 30% of each TV field. 

5. Sound: Equipped with optical sound. Includes 
provisions to add magnetic sound playback. 



5f: 1 . Equipped for remote control. 

5f: 2. Provides facility for still-frame viewing by rotating 
main drive motor to open shutter. Lamp is at 
standby voltage during still-frame viewing. 

*3. Moderate price range. 

For further information, consult your customary 
source for television station equipment or 
inquire direct. 



EASTMAN KODAK COMPANY 

Motion Picture Film Department 
Rochester 4, N. Y. 



East Caasi Division 
342 Madisan Ave., New York 17, N. Y. 



Wesf Coast Division 
6706 Santa Manica Blvd., Hallywaad 38, Calif 



Midwest Division 
130 East Randalph Drive, Chicaga 1, III. 



Heporls and riuliiatri nru's, trends, 
t)j>ini<)ns for film bu-\rrs and sellrrt 



FILM-SCOPE 



19 OCTOBER Kii-Ht 'IV«MMlr.\ ratings nii .Srirni (h-iiis ".^iKM-k" parkii^r wrir ii" hI.miHh^ an 

»PON«OR PUBLICATION* iNO. i'**'"!' — •''«">' ^*«Tr riioi iiiuii.H. Ill llic luf |)rciiiific iii.iikclH ( N( \\ ^(iik, I'liil.i- 

clcl|iliiii, i^aii Piaiici^ci), San Aiiloiiid, and Ko-. \ii;;el(-.) the llirillcrs: 

1) HoMMtrd ratiiifjH aii)\\licrc fnnii ."{ll',' lo vc\ci;il lunidnMl pfKriil, ami 

2) liicrfaf*f»l svlH in us*- I)) 21'; to aliiio-l I.'jO',. 

To llic trade this iiie\ilal)l\ adds up to llii-, lnoad coiiclii-ioii : 'I Im* •■H|i(M-k«-r"* i- 

diic i'ov iiiaj«)r atlriitioii aiitl <v\|iloitati«iii. \*idc fnmi the a-lrom^iiiical *lali-lii ini ad- 
ditional pair of facts stands uiil: 

• Tlie sliockcr may be llic kr\ to u|M>iiiii<; tlw a(l\ rrtisiii;;; dour in tin- latr r^riiiiij:. 

and 

• riie current Srvccu Gems' 8|>oiis<ii's are no |m'iiii v-^n lli^tl^• lot. It's a |)rcll\ iiii|ii("*- 
si\e list with sneli representation as Amrriran Chicle, Hit I'arade cif;arcttc'-, I'ivr,. Whitehall 
IMuirniaceiilieal, and Bloek Drnjr. 

In short, there now seems little donhl ahonl \ie\\er and a(l\crli*rr re'ip<)n>c. Tin- »|iirs- 
tioii is ^vliotlier stations and s|><ins<n-s ^\ill In- «-uiil<-nt to «-«Hi(iii<- tliis trni|itiii^ fair 
l«) "fringe"' time. 

A test ans^ver imw is in the making at KFJZ. Fort W'urtli. On 2") f)(lolier it 
will run a tost "shock'' feature as it- Friday "-prctacular"^ — in a lime slot ii-nall\ aimed 
at kids — with seven loeal sponsors parlieipatinjr. Texas — as well as the re-l of the couiilr) 
w ill have all trade e\es on that one. 



Slowl) hut eiirourajringly, syndieated film is drawing tlie kind of sjionsors iliat 
make ftn* a mutually prufilalile future. 

A eheckup this week on some of the eurrent sponsors of NBC T\ "s Silent Ser\ ice pro- 
duces this interesting sample: 

FX- ."M SCIIAEFFK HKEWING CO. (iniDO): Makinj: its fir-t irf:i.,„,d hii> in the 
iNorlliwesterii stales. 

ni{YI^("KEK]M (Atlierton iS: ("nrri«'r) : lias purchased ro\eraf:e in a do/i-n -talc-. 
IncidentalK . as a result of the original venture, I?r\lcrceiii siihserpieiilK ha- Imiighl into 
\BC's 26 Men. 

INTERSTATE LIFE & ACCIDENT INS. (IMiiliii Denton): L-ing Soulhea-l co\- 
erape for its first regional buy in a first-run show. 



An«)llier eurreut bright spot in the film business is the pulilie relations fdiii. 

While \ou ordinarily think of this type as intended for coin cnlioii- or sale- iiieeiings. a 
clo-cr tie with regular tv is (lc\eloping — more and nun'e |i.r. films ar«' «loiibliiig as 
standard ••Minmereial fare. 

I'^stinialcs are that S66 inillinii worth of siieli product is being made this \rar 
I that s for proilnction costs alone). An outlay of SlOO.OOO and up i- not uncommon. Her** 
are the top 10 users: 

General niauufacturcrs: railroads: auto companies; oil; chemical |>r(>dn(ers: airline-; 
food processors; utilities; drug companies; insurance firms. 

Some of the p.r. films that have been shown in tv prime lime arc Standard Oil'- "llner- 
gelically Yours" and Bell Telephone's "Hemo the Magnificent." Among the big beneficiaries 
of the trend: Transfilm. John Sutherland, Wilding I'ieturc I'nul.. and Jain Ilaudy. 
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FILM-SCOPE continued 



Despite all the red ta])e, tv oontinues on tlie upbeat in Europe — set-wise at 
least. And that, in turn, iiieaus a potentially bigger market for U. S. film — someday (5 
(Jctober. ]jage 62 ). 

I his week HLM-SCOl'K asked authorities from various European nations about set 
owiiersliip, and got the following raey figures: 





JAN. 1957 


.\LG. 1957 


England 


6,200,000 


7,000,000 


West German) 


950,000 


1,050,000 


Franee 


600,000 


700,000 


Italy 


400,000 


650,000 


Belgium 


125,000 


175,000 


Holland 


110,000 


130,000 


Denmark 


60,000 


76,000 


Switzerland 


20,000 


25,000 


Sweden 


24.000 


25.000 



(Tv service is due to start in Wales later this )ear. Meantime ownership in Norway, 
Spain, and Portugal is negligible.) 

Among the major nations, this is the current situation: 

ENGLAND: Here's the biggest potential by far for U. S. film makers. No mone- 
tary or language barriers of any consequence stand in the way. There is a 14% (]uota of 
sorts (imposed more by the unions than anybody else), but at the moment this isn't any 
real block. 

FRANCE: If )ou can dub a series for a combination French-Canadian sale, you might 
make out 0. K. Otherwise France is a tieklish market. Anti-Ameriean sentiment and lo- 
cal tastes ]jrevail, and France's general economic plight shows little sign of improving soon. 

ITALY: Two real rays of hope are visible here. One is a lawsuit to break the gov- 
ernment monopoly of tv. The other is the promise of a very eheap reeeiving set 
later this )ear (the price is said to be around $90). 

WEST GERMANY: Commercial tv is having its first feeble beginnings in IVIu- 
nicli and lierlin (the stations are government-owned). From 7:30-8 p.m. a daily show 
carries six minutes of spot commercials. But the general programing picture still is deeply 
toned by eultural and oivie hues — mostly live. Berlin stations program 314 hours of 
famil) fare (jn Sunda)s to compete with East Berlin's "educational" offerings. 

Although they're set for the rest of this )ear, sponsors in Canada will begin to be 
back in the film market after Jan. 1. 

Nat Donato, ABC Film S)ndications Canadian representati\ e, this week compiled a list 
of major syndicated film users, and came u]) w ith this impressive arra) : 

Nestles, Low re) 's (chocolate and ice cream), Del-Nor Frozen Foods. Success Wax. 
liemington-Rand. Warner-Lambert Phavmaeeuticals, Sterling Drug. Fry-Cadburj. Savage 
Shoes. Galliso Food. Benson & Hedges. Schick, and Robert Burns cigars. Bu) s range from 
10 to 30 markets. 

Canada this season, also, started their first use of strips. (Note: As you might 
ex]ject, commercial logjams have piled up in the one-station markets.) 

FLASHES FROIM THE FILM FIELD: NTA's new package of 80 first run features, 
including The Men, C)rano de Bergerac and High Noon, is slated for Januar) release . . . 
(]onoco renewed Whirl) bird (CBS-TV) via Benton & Bow les in 61 markets. 

Shirley Tein])le Holiday Specials kicked off on KDKA-TV. Pittsburgh. 13 October with 
a 35.0 ARB rating and 91.1 audience share . . . Eleven submarine heroes whose exploits are 
portra\ed in NBC s Silent Service, w ill be feted at a Navy Dav celebration 25 October in Wash- 
ington. D. C. . . . CBS-TV's Gra) Ghost which ])remieved WBZ, Boston. 9 October topped 
V. S. Steel Hour b) 7 ])oints. Standard Oil of California is replacing Ca])t. Grief with Ziv's 
Sea Hunt. 

(For other fdin news and comment, see News and Idea \T'rap-Up. page 73.) 
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NOW! 




Here's the newest, most up to date and most comprehensive 
compilation of the important timebuyers in America — in one 
handy booklet. 

POCKET SIZE FOR EXTRA CONVENIENCE 

A compact 66 page booklet, TIMEBUYERS OF THE U.S. 
lists 783 agencies — in 165 different cities and the 1762 de- 
I cision makers responsible for all the major time buys in 

America. It's an invaluable aid to station managers, station 
reps and all their sales force in the field. 

B- — — — — — — ■i 

■ SPONSOR . 
I 40 East 49 Street New Yoric 17, N.Y. f 

■ Please send me C copies of the 1958 edition of TIME- ■ 
I BUYERS OF THE U.S. I 

I NAME I 

_ COMPANY 

I ADDRESS I 

■ CITY STATE ■ 



CATALOGUED BY CITIES 

TIMEBUYERS OF THE U.S. brings you the information you 
need for any area in the country at a glance: the city, the 
agency, the agency address, the timbuyer and the accounts 
he handles. It's a library of facts absolutely vital to your 
selling picture. 

PRICE $2.00 

COPIES ARE LIMITED. ORDER YOURS TODAY. 
QUANTITY RATES ARE AVAILABLE ON REQUEST. 



I"" Payment Enclosed 

B. 1. 



□ Please Bill Later 





WATCH 
YOUR 
ANGUAGE ! 




The TV film syndiciition business, Ihouj^h yoiinj^. already has ils tradi- 
tional forms of communication. Take the way "action" series are talked about. First of all, 
"action" shows are <;-oin<^— well, "^reat guns." Some of them are even "irhitc IkjI action" 
shows, which is a dilferent thermal intensity alto<^ether. It's the "white hot" ones that usually 
feature "39 blistering- episodes." 

Most of these shows have virtues on a Homeric, or com|)()und-ei)ithet, 
scale; for instance, "excitement-charged" or "thrill-i)acked." At the very least, a number of 
them are "brand- new." And inevitably they all lead to a more ennobling kind of action: 
"action at the cash register." 

Many of these shows offer simi)le, straightforward "thrills and chills." 
A few declare themselves "a new dimension in TV." This may mean that when the hero is 
seen to kick a rock, you may be sure his foot won't go through it. 

Every one of these shows has indescribable "opportunities for promotion 
and merchandising," Frequently, these are "built in"— which would seem to present the |)rob- 
lem of prying them loose. But never mind now. The chief opportunity may be the "star" of 
the series. He's usually that "rugged, handsome star of stage, films and TV," and for the life 
of you, you can't remember in what you've ever seen him. 

What are you supposed to do when you're confronted bv an "action" 
series of this sort? You know very well, because it's spelled out for you in words oi one 
syllable: "wire, write, phone!" 

You get exposed to this standard vocabulary long enough, and you be- 
gin to find it has stopped meaning anything. We'd never use it with our new series, Boots and 
Saddles— the Story of the Fifth Cavalry, because it just wouldn't fit. If you're a non- network 
advertiser, looking for prime syndicated product, we'd rather just show you some actual 



episodes. No other language communicates so well, nbc telkvision films a division of 




CALIFORNIA NATIONAL PRODUCTIONS. INC. 
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A pictorial review of local 
and national industry events 



PICTURE WRAP-UP 




Plenty of punch is the order of the day 
for WTVJ-T\ , Miami. Station beams PAL 
boxing matches over its Popeye Playhouse 
every Thursday afternoon, 4:30 to 5:4.5 p.m. 

Guy Mitchell meets Max Factor on 

a tour of the cosmetic manufacturer's Holly- 
wood laboratories. Mitchell's Monday night 
show on ABC T\' is sponsored by Factor 




Cheesetape shot of Miss Share of Amer- 
ica is used by Remington Rand to promote 
its $156,000 SOA contest. Advertised on 
tv, contest will award prizes in shares of 
common stocks selected by the winners 



A "Golden Boy" staff was sported by 
KYW radio, Cleveland, last week when all of 
its disk jockeys dyed their locks gold in 
commemoration of Golden Record Week 



"$64,000 Challenge" -MC Ralph Story 
lights up a Kent during a personal inspec- 
tion tour of the P. Lorillard Co.'s mam- 
moth cigarette factory in Greensboro, N. C. 





Stromberger, LaVene & McKenzie, Los Angeles, has 
been elected to membership in the American Vssociation of 
Vdvcrtising Agencies. Certificate of membership is presented 
by .Mfred Athcrton (left). Chairman of the 4-A Southern 
California Council to Norval La\ ene (c), and Don McKenzie 





News and Idea 
WRAP-UP 



ADVERTISERS 

liii(l\M'is»'i-'!* iirv ImkIj:*'! i'nr 

19r>» vill top SI2 iiiillMUi. 

(laiiipiiijiii Nsill ciintituic tn follow 
the ciinTiit ■'W'litMf 'llii'i('"> Lifi" . . . 
riicrcV Hiid * tluMiic. 

Mc(li;i htoiikdoxMis arc tiot coiiiplctc 
lull licaw iis(> of spot radio and t\ 
aloiijr \Nitli iiui^a/iiics, Sunday siipplc- 
iiiiMits. trade pid)licatioiis and po>tL'r 
and i)aintcd bulletin sclicdiilcs are 
planned. 

DWrey is the ad ajzeney. 

Job in»t«'!*: Otto A. Kit/.iiuiu, Jr. 

has been appointed product manager 
for l.«'ver brothers' Hree/.e. Silver Dust 
and Surf and J«)S«'pli K. St«»>«'iis. 
from the Lever sales stall, has been 
named to succeed Hitzmanii as central 
regional sales niaiiager . . . KoIxmM J. 
TluM!*, former regional manager, has 
been named mercliandising manager 
for IMiilco's television division. 

AGENCIES 

A r»'sliiifl'l»> »)f exeeiitne «liiti«'!* in 
HliDO's Los Angelas «)(lice v»)rks 
out Iik<* tliis: 

i\. W. Neally, vice president, has 
been named a eonsultant and will 
hea(l(]uarter in T^os Angeles. 

Tom Dillon takes o\er XealK's post 
as resident manager of I be Los \ngeles 
oltice. Dillon has been group super- 
visor of the Kexall Drug account. 

W. ^L Slarkey succeeds Dillon as 
group superN isor for the Rexall ac- 
count. Starkey has been an account 
e^ ecuti\ e. 

Ralph Peck moves down from 
BBDO's Toronto ofTice to join the Los 
Angeles Hexall account group. 

N«*>v firms and :u'<[nisitions : Ll«)y(l 
li. Gibson and L«)i.s A. Cil)s«)n have 
formed a new agency in Rochester. 
X. Y. Mr. Gibson comes from Sibley. 
Lindsay & Curt Co. and .Mrs. Gibson 
has been most recently associated with 
Wilkinson Advertising . . . Marsteller. 
I\irkar»L Gebliardt and R«mm1 has 



anpitiiil b'itttidrnii-e \ ( ,o. nf Hon-- 
ton. Jack I). Ivittetdion-e and l)on/la- 
(!raig Itaxe been e|c( ted \ ii e prf-.i- 
(Icntx auil all l!itteidion-e personnel 
w'lW eiititimn- with Marxteller. 

iN«'\v agen«'_> ap|>ointtiietit>: Ma\oti 
for the (]liarle- \'.. Hire-, ("o. . . . Len- 
n»Mi «\' .No\*ell for Lmer-oii Drug 
(^o. s new pharmai entical product . . . 
(>rant. Toronto, fni Titin-x of f]aiiada 
. . . Kast«»r. l*'arrell. (]lu'sl«'> «.K 
GlilT«»r«l for \\ inarick. Inc. (Jeri> 
Hair Tonic. Dura-Glo-^ and La Ciros^l. 

IN'opL- in ibo iic\*s: Kaytiioiid 
J«din Ilulltert has joined the r(^earch 
department at Reach, McClinton ("o. 
. . . Kitdiard Kisteen and I'aid 
Li«liM'n ha\e mo\e(l o\er a> a>sociat(' 
ilirectors of marketing at IIRDO . . . 
l)a>id l>jiw r«>in'»' has been appointed 
radio-t\ director for Reckman-Koblit/.. 
Los Angeles. Lawrence comes from 
Milton W einberg \dverti>ing . . . 
K«)l)»>rt L. Iviiist has been appointed 
time and spacebujer for Ridgway Ad- 
vertising. St. Louis . . . IN'ggy HIaek- 
nion. fornierlv with one of San .An- 
tonio's leading radio stations has 
joined Rroggi Adverti-ing, San \n- 
tonio. a- an accoimt executi\e . . . 
Hartdd F. Selu>ink«»pf has joined 
Ogilvy. Benson & Mather as associate 
director of Research . . . li«'tty \j. 
Arnisti-»)ng. former tiniebu\er. lia- 
been promoted to a-sjstant media di- 
rector at Grant Scluvenck & Baker. 
Chicago . . . Barbara J. Kiirbtng lia- 
been named an account executive in 
the Philadelphia olTice of Rrw in \\'ase\ . 
RuthraufT & Ryan. Miss Furlong conies 
from Arndt. Pre-ton. Chapin. Land> 
& Keen where she wa- an account ex- 
ecuti\e -ecretar). 

NETWORKS 

Studio One's trek t») noll\\vood 
r«nne .Jannary vill b'lne only tlin-e 
rrjiuhir livo niglittinio «IraiiKilie 
sb«)ws »)rigiiiating in New ^ ork 
pbis «)ne (i\HC TV's SuMpirion) 
wbicli will »livide its lime between 




THE 

FAMILY 
DENVER 

Denver families buy the 
products and ser>ices they 
see ad\ertised on KBT\' 
because KBTN' is the only 
Denver station programmed 
for the entire family . . . 
For the highest-rated 
one-minute a\ailabilities. 
Daytime or Nighttime in 
Den\er. see Peters. Gritlin. 
Woodward. Inc. NOW 1 

KBTV 

9 



John C. Mullins 
Presidenl 



Denvcr'i 
Family 
Slalion 



Joe Herold 
Slalion AAanoger 
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Plon your Meeting where there is C. A. (controlled 
attroctions). Your delegotes will ottend and enthuse over o 
so'iourn to the finest yeor oround Convention Center feoturing 
the best in golf (two 18-hole courses) indoor ond outdoor 
swimming, tennis, Skeet ond Trop shooting, fine food ond 
entertoinment, plus world-fomous Minerol Woters ond Boths. 

All these ottroctions ore port of the French Lick- 
Sheraton, ond thereby ot your control — no outside influences 
to detroct from thot oll-importont Meeting. 

Your delegotes deserve the best— give it to them. All 
inquiries opprecioted ond onswered promptly. 

Completely air-conditioned 
guest rooms, convention 
and meeting facilities ^• 
for 1000 to 10 



*CONTROUED ATTRACTIONS 




FREMCH LICK- 




FRENCH LICK, INDIANA 



FRENCH 
471 

t»t MID-WEST'S FINEST 
CONVENTION RESORT HOTEL 
WITH ALL CONVENTION FACILITIES 




For Reservations or Literature 
Write to: 
FRENCH LICK HOTEL 

PHONE LD 113 




fmR ; 




Want your product to move 
like a hurricane — or a 
himacane? (We cater to both 
sexes!) WBNS RADIO is the 
answer. You can put the storm 
warnings up with programs 
that produce top Pulse-rated 
shows, rated first 315 times out 
of 360 Monday through Friday 
quarter hours 6 a.m. to mid- 
night. Select WBNS RADIO 
and blow the top ofl $3,034,- 
624,000 of spendable income. 
Ask. John Blair. 

WBNS RADIO 

COLUMBUS, OHIO 



live \<'w York and film Holly^vood 
staii/as. 

Westiiighouse is taking Studio One 
(CBS TV) Westward in search of star 
names. Holdouts on the East Coast 
aie: Kraft Tv Theatre (XBC TV), 
Arrristrorif^ Circle Theatre (CBS TV), 
and U. S. Steel Hour (CBS TV). 

Tiine.x, Mliicli ori'iiiially plaiiiKMl 
to fnlly-spoiLSor six Bub Ilnpn 
Sporials on iS'IiCTV. is now cutting 
hack to c<)-s|M)ns<)r!ihi|) on three. 

Johnson Motors (Sea Horse out- 
board engines) has picked up the three 
open half-hours on 6 Fehruary, 2 
Marrh and 5 April. 

INctwork radio this week got tliis 
hoiKjuct from John H. liyrnc. as- 
sistant supervisor of the Dow 
Chemical account for MacManus, 
John & Adams: 

''Seeing and hearing slmw folk per- 
sonalities at sales ineetiiigs, dinners 
and informal get-togethers left a last- 
ing impression on distributors, retailers 
and ronsumers. As soon as medium- 
sized advertisers learn of network 
radio's 'sizzle' as a distribution aid in 
a marketing program, networks will 
have an advertising bonanza on their 
hands. ' 

B\ rne's comments w ere based on 
the recent results of Dow's exploitation 
of the Red Foley Shoic (ABN). 

Notes on people: George Zurich 
has been appointed manager of CBS 
TV sales service and Robert L. Pike 
has been named to succeed Zurich as 
assistant manager of the department. 
Pike has been a sales service represent- 
ative for the past two years. 



Adam Young Companies hehl an 
all-day meeting at the Hotel Ani- 
hassachir in New York with the 
manaiiers of the radio stations 
they represent. Major purpose 
was to discuss management and 
sales problems of mutual interest. 

Station personnel attending includ- 
ed: E. W. Warden and George Sny- 
der. CKLW, Detroit; Gerald A. Bar- 
tell, Bartell Broadcasters; Morton 
Wagner, of WAKE, Atlanta, and 
WTDE, Birmingham; John Box, 
WILD, Boston; Herbert Golombeck, 
KELP, El Paso; Jerry Danford, 
WGTO, Haines City; Phillip Merry- 
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riMii, Maiiiiiii;^ >l!ilri ninl ( iaiiici'iui 
\lii( kcii/ii', W !(!(!, Hi i(l^r|ii)i I ; Dim- 
can \loiiii-.c\ , Wr ri!, ; >lii r- 

\MH)(I \. (><ii'ilnii. \\S\1. (iiiiciiiiiati ; 
IIciIk-iI I'rIlcN uikI William l)i>||i|i, 
K\n I!. Dciimt; mill l!()\ Sln.il^., 
kTlt'M. r>(Miiiiii>iit. 



riir Kal/. Aj;riM'v rclcax-d tlii-* 
>%r»'k ii ol" the lop 200 

radio iiiarkrl.'^ in llir roiiiilry. Tlic 
roiiipilalioii i> a iiru iiirtliod lor 
raiikiii<; iiiarUrls. 

l{aiikiiij;s arc hax'd i>ii a >|(ccial 
tahiilalioii pn-paicd l)\ \. (]. Mt-lx-ii 
for Kal/. l!adio luarkcls arc Tilled in 
order of llif larj;i'-l daUinit' wt-t-klx 
tirculaliDii in t-acli iiiarkfl. n-iii;j; llic 
Niel.-icii CoNorai:*' Scrv it i' ^2. 
iN«'u appoinliiiciils : ll-ll Krprr- 
j*riilali> »'.>< and 11-K r«'l«M ision. 

and \\Sl\-'r\. \a>li\illc. 'IVnii. 
. . . Krlt«'ll-('arl»M-. Hd^Ioii, W NLC, 
New London, for tlu- \i'\v Knjiland 
area . . . W illiam (i. liauilx-au. 
WWfU;. Ilornell. .\. V. . . . Jark 
.Masala Co.. W SH \.T\ , York. Pa. 

Personnel rliunjirs: Arllinr .AlcCoy 
made cvcculixe vice prc-^itlciU al Jolin 
l)lair & Co. . . . (it'oriic llaj;t'r lo 
Blair '^ San Frantisio oflice as sales- 
man . . . Sam Iiro>vn!*l«Mn. sales 
manaiicr of Hroadcasl Tiii.t' Sales' 
new Allanla oflire . . . Uitdiard Kolli- 
lirr. luanajier of Adam Younii's San 
rranei>co oflice. Clayton Hrniin 
joined the firm's Los Angeles staff . . . 
IHeliurd Staff added to Petrx's New 
York sales >tatl, Judy Loiiis-Drry fii.-* 
to Petry's tv proinotion-rej-earcli dep t.. 
Paul Kennedy and Carol McKenna 
to Petr\'s Los \ngeles sales stafT . . . 
Uill lircarlev became Eastern Sale? 



Manager for George P. llollingbery 
. . . (Jeorjie Olj^en and Kohert L. 
Dudley now .Meeker sale? staffers . . . 
Clifford Ihilino appointetl to Katz 
radio >ales in Dallas. Androv l^nieli 
and Don Slanlry are additions to 
Katz's tv sales dep t. in New York. 

FILM 

Feature film paekajie;* are in the 
t'orefroni a<;ain tlii.>^ >*e('k. >villi 
several :?tation!ii making larjie hny."*. 

KDKA-TV. Pittsburgh, reports the 
pnrcliase of the MOM package consist- 
ing of more than 300 top movies. Hie 
station claims to have one of the best 
stocked feature fdiu libraries in the 



V: 



It's as Basic as Birds and Bees, Smidley. 



CASCADE 
FACTS 

0 » »• ^ 



III I 11 I 1 1 1 Ii »ni I II.. ' 



KIMA-TV 

Yolclma 



■ 






flit 0 


c 


KEPR-TV! 






jSl^ . 




KLEW-TV 

Uiwisten ^ 



KBAS-TV 

Ephrcrta 



\(ld *< iii lip! Ill C;i-< :ii|i "- li'li'N i-iipii iiinrkt t llirrr 
iirr I I iliiilii -. X] w rrklir- ;in<l 21 r;i<liii -liitimi-. "I lijl 
-liiiiilil '/wi- \<iii :i riui;;li iilrj nf ilir -i/c :iii<| iiii|iiir- 
l;iiicc (if ihi- ;ir(M. Kiit wr'rr Uilkiii;; l<-lr\ i-inii. '^iniil. 
;iiiil wild (!a-c;i(lc il"- :i -Miipli- iiiir-l>ii\ |irii|iii-itioii 
. . . llii- e\( Iii-Im- |iriipiTl\ nf ilii- fiiiir--l;itiiiii m i- 
Nwirk. N(p (liiiilil almiii ii . . . Cj-rjdc i- ilic k<-\ lo 
iiiiii'c diaii J Iki If mil III III |H'ii|)|r w itii iii';irh j iiillinii 
iloli;ir- in iiti\ in;; iiicniiir. \nii doii'l mhi (■\ rr fnr^ci 
il. '^iiiiillcN . 




O CASCADE 



BROADCASTING COMPANY 



NATIONAL REP.: WEED TELEVtStON 



PACIFIC NORTHWEST: MOORE & ASSOCIATES 
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couiilr), uitli an evenlual ni\e?tinent 
of over a million dollars. 

KYW'-'r\', Cle\ eland, al;-o aequired 
tlie MGM Hhrary in a transaetion 
exceeding SI million. 

'Ilie signifieaiice of this purchase was 
pointed up hy Holland V. Tooke, gen- 
eral manager of the station, with 
these ohservations: (1) According to 
film industry statistics, ver) few movies 
arc seen hv more than 14'^ of the 
population during their theater en- 
gagement. [2) ith some 3V2 millio" 
tv viewers in the KYW'-TV area, this 
means that about three million |)eople 
will see each of the movies for the 
first time. 

AAI' reported the sale of additional 
groups of the irarner Brothers feature 
package to both WCBS-TV. x\. Y., 
and W JAK-TV, Providence. 

Atlantic TV Corp.'s lOlli Anniver- 
sary Package, was bought by KFJZ- 
TV. Fort Worth — the majority of the 
])ix are ])ost '48 features. 

Hifililiglits ttn the foreign front: 
Screen Cenis sold eight shows, three 
of them renewals, to Australian tv. 
Also sold by SG were Circus Boy and 
All Star Theater to CMBF-W, Havana, 



Cuba. To date Cuban tv has bought 
136 feature films and J 04 cartoons 
from Screen Gems. 

Xornian li. Kat/. Director of For- 
eign Operations for yV/VI', is now on an 
annual trip through tlie Far East. He 
j)lans to co\er all key cities, including 
Hong Kong. Tokyo, Sydney and Sing- 
apore. 

Freniantle Overseas Radio & Tv's 
South American headquarters will now 
be located in Mexico City and will 
(jperate antonomoush a la Freniantle 
of Canada Ltd., Mhieh reeenth' ap- 
j)ointed distributor for XBC-TV Films. 

1 wo new executives Alex Duncan 
and Sean O'Donogliiie, joined the 
Mexico City operation this week. 

I'roduetions and Petiple: Tlie first 
e|)isode of Guild's Light of the World, 
the 39 half-hour dramas based on tales 
from the Old Testament, has been com- 
pleted in Mexico Cit\ . . . 3Iaek 
David and Jerry Livingston have 
been signed to write songs for 12 of 
the forthcoming productions in the 
Shirley Temple Story — a book series 
. . . Stantan Wehli appointed direc- 
tor of sale? for Fairbanks Productions. 



\ 



Shooting for your budget! 




cue 




is Number 1 
in Aicron! 

Between 8 a. m. and 5 p. m. daily, WCUE delivers 
more listeners for your ad dollar than any other 
Akron station. (In all other periods, just a whisker 
away from first.)* 

See your JEPCO Man for details ... or coll WCUE 
Sales Veep, Jack Maurer, FRanklin 6-7114. 

*Cost per thous-and stiidij based on Pulse, July 1957 



The ELLIOT STATIONS 

great independents • good neighbors 



TIM ELLIOT, Praaldant 




Akron. Ohio - WCUE / WICE - Provderce. R •■ 
Notional Representatives The John E. Pearsor. O 



COMMERCIALS 

Again in August Hanini'g, Piel's 
and Dodge heatled the ARB c<»in- 
nierrials pojiularity list. This time 
Piel's and Hanini's trade places 
in the nuniher one and two spots. 



1. 


Piel's Beer 


8.5 


2. 


Hanini's Beer 


7.5 


3. 


Dodge 


4.1 


4. 


Alka-Seltzer 


3.9 


.S. 


Kevlon 


3.0 


6. 


Raid 


2.5 


7. 


Ballantine 


2.1 


7. 


Schlitz 


2.1 


7. 


Zest 


2.1 


10. 


Falstaff 


1.8 


11. 


Winston 


1.7 


12. 


Kraft 


1.6 


12. 


Snowdrift 


1.6 


14. 


Ivory 


1.5 


IS. 


Dr. Pepper 


1.4 


15. 


Ipana 


1.4 


17. 


Chesterfield 


1.3 


18. 


Campbells 


1.2 


18. 


Ford 


1.2 


18. 


Gillette 


1.2 


18. 


Plymouth 


1.2 


22. 


Budweiser 


1.0 


22. 


National Bohemian 


1.0 



New firms: Halas & Batchelor 
Cartoon Films of London has just 
opened a New York office. Irene Lee, 
formerly with the British office of the 
firm, now heads the New York opera- 
tion. 

Liquid Chiffon's animated commer- 
cial featuring ''Mr. Oops" won first 
place in the t\ commercial category' at 
the fourth International Advertising 
Film Festival in Cannes. 

Personnel notes: H. C. "Doc" 
Ell ison has been named director of 
the animation department for Filmack. 
Ellison conies from Jam Handy, De- 
troit . . . Joe W. Edwards, former 
vice president and director of adver- 
tising-public relations at Wells Organi- 
zations, Chicago, has been named to 
re})lace Jay Norman as representative 
for Animation, Inc. in Chicago, Mil- 
waukee, St. Louis and Texas. Norman 
recently resigned and will devote full 
time to live action films . . . Phil 



KCRA 



CLEAR 



SACRAMENTO, CALIFORNIA 
. . . Ihe highest rated 




slolion in Ihe Wesi! ^ CHANNELf 
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8:55 am 

NEWS 

Mon. thru Fri. 





12 noon 

NEWS- 
WEATHER 

Sun. thru Fri. 



Consistently the highest 
rated locally produced news 
programs in Western New York 



11 pm 
LATE NEWS 

every night 



6 pm 

HEADLINES 
NEWS 6l sports 

Mon. thru Sat. 




Sponsors of WBEN-TV nc\\sca!>ts get BIG results because W'BEN-TV 
newscasts enjoy the biggest audiences. 

WBEN-TV Newscasts are in the hands of ne\\smen who dig. delve, co\er, 
write, edit and broadcast news the way Western New Yorkers want it. 

Film crews, the WBEN-TV mobile unit, leading wire services and the 
newsroom and editorial department of Western New \'ork's great news- 
paper combine to give the most complete, most authoritative news coverage. 
That's why WBEN-TV news is the BIG NEWS on local tele\ ision. 

And that's why participation in or sponsorship of WBEN-TV newscasts 
can do the BIG selling job for you. Get the newsworth) facts from our 
national representatives, Harrington, Righter Parsons, or contact 
WBEN-TV Sales directly. 



WBEN-TV 

The Buffalo Evening News Station 
CBS • BUFFALO 



YOUR 



DOI.I.ARS COUNT FOR MORE 



CH ANNKI. 
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281,300 

FAMILIES 

AND ONLY ONE 
TV STATION IN THIS 
37 COUNTY MARKET 



CBS 



^Han 



ABC 



NTA 



ST. iO«'"..5" 




Blair Television Associates, Rep. 



^nillliiiiiiiiiilliiiiiiiiiilii, 




WT^X 




IN WILMINGTON 
DELAWARE 

YOUR SHOWCASE 
OF CLASS 

^ Jimmy Lynn 
^ Art Curley 
^ Don Mafheson 

Dom Clifton 
* Martha O'Dell 

Wilmington, Dela, VAf^"|?Ci|%# 
1290 on the dial yV I V^J/V 



Frank lias joined Cara\f;l Films as 
a t\ sales executi\e. Frank forincrh 
was a sales and account executive with 
I'etei FA^ar Productions, Screen Gems 
and George Blake Enterprises . . . 
Waller A. iNielsen lias been named 
regional sales representative servicing 
the eastern L. S. for the Commercial 
l^eeording Corp.. Dallas. Nielsen is 
former program director for WMIC- 
AM& rV, i\ew Haven. Conn. 

RADIO STATIONS 

Here's the new personnel set-np 
at KSOiVAM&FM, San Diego: 

Laurence Gross, vice president and 
general manager, was formerly with 
KCOP-TV, Hollxwood and KFMB. 
San Diego. 

Thurston S. Holmes, station man- 
ager, comes from CHS and NBC radio 
in New York. 

Ted Beebe, administrative director, 
was director, producer and copy chief 
at \\ KGB. Schenectady. 

Dick Meads, sales manager, comes 
from a similar position at KSDO, San 
Diego. 

liroadmoor Broadcasting Corp. re- 
cently took over as the new owner of 
KSON. Jack 0. Gross is the president. 

Station sales: WWRI, \\ . W'arwick, 
R. 1., has been bought by Grelin Broad- 
casting. Alelvin C. Green, president of 
Grelin. is general manager of the sta- 
tion. Present staff will be retained . . . 
\^'VDA, Boston, has been bought by 
Air Trails Network for $433,000. 

People on tlie move: 
Charles A. Clifton has been ])ro- 
moted to program director of KRKD. 
Los Angeles . . . Harriet Kogod and 
Jo Wilson have been named pub- 
licity and promotion directors, respec- 
tively, at WWDC, Washington, D. C. 
Miss Kogod has been assistant pub- 
licity director for the station and Miss 
W ilson has served as administrative 
assistant to the president . . . Joseph 
Cooke has joined the sales staff of 
KDYL, Salt Lake Cit\ . Cooke is a i 
former sales executive for the Desert 
News and Newspaper Agency Corp. in 
Salt Lake City . . . Lester ^levers, 
formerly with Harris & Frank clothiers, 
has joined KRH.M-FM. Hollywood, as 
merchandising manager and account 
executive . . . F*aul von Hagel, sales 
m.anager for WTiAP, Norfolk, Va., has 
been promoted to general manager . . . 
K«'<hl Gardner has been named sales 



nUV OKEGON'S SECOND 
LARGEST CITY. 
h.l'GP>i\E lijis grc>>M] into 
ihe LARGEST W ES T COAST 
.^lARKET l>el>*een .S:,„ 
Francisfo ;iiul I'orllancl. 
EL(iE.NE is 2iicl largc'sl <-iij in 
OREGON . . . 5lh largesl 
in eiilirc Viuifu- 

Nc)rlli«<-sl >viili a QUARTER 
MILLION DOLLAR RI VING 
rOWER. Gapiur.. this 
iiiiporlaiit NorlliMcsi markt'l 
by using KERG's great Fall 
line-up of CHS SIkuvs . . . 
Lofal Sports . . . aiirl 
Loc-al News. 



C:WS Radio mtmrk 
5000 WATTS 1280 K.C. 

■ CONTACT Weed ^ Co. 




This is a picture of 
a man winking at a 
pretty girl in the dark 

IF YOU ARE 
WINKING AT 
THE HOUSEWIVES 
IN SAN ANTONIO, 

DO IT WHERE 
IT COUNTS... ON 

KiTE 

More Daily Home Au- 
dience in StiuQAtttmAa 

Than Any Other Station^ 

• Cool Cols get their ^ 

kicks elsewhere! ^-NCS 

Call Avery-Knodel, Inc. 
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fur W lll'l!- \MMM, l!.-„lni, 
1 l;irl»(»i -St. Ji>^c|ili, Mich. ( '..irdm i 
(•(iiiu'-i froiii kliii;; Miiiliii^. ( 
. . . J. I']il\v;ir<l llill hi\" Im'cii iuhik-iI 
iiuTcli;m(li^iiij; iiiul |>r(iiii(itii>ii diicclur 
;it W KHL. S\ liicnM-. llill formciK \mi< 
;ni iicctumt cNcciilis r ;il llic ^liilion . . . 
B:i\:ii-<1 \':in IJni^M'liirr l{»>I»I». fm- 
iiu-rly with WW. T\. li;i-. joiiH-d tlu" 
s;ilfs st;ilT of W 11.1), l)()-ti>n . . . John 
Mrrrrll liii-- liccii |>r(>iiHilc(l to luitioii- 
;il m;iii;i>;rr of Kl'll, W i('liit;i .iinl 

Itol) Aihiins Iki^ 1m-(mi ii:iiii(-(1 local 
sales iiuinauiM. Xdaiiis coinc^ from 
I'irrstoiU" Tire ^ Uiil>l>rr t^>. . . . ()\%rn 
Simon, formcrh of K(,)\ . l'ilt^l>iir<;li. 
lias joined KDK \. rilt>l>iH;;h. as |>iil). 
licit\ (lirrclor . . . Tnl Wo If lui< licfii 
anpoiiilod j;rnt'ral inanaj;(*r of Kl'l\, 
MotK'sto. Calif. Wolf como* from 
K\\ C. Slocktoii. Calif., where he held 
a >imilar po-l . . . \\\ J. "Hill"" 'r;i\- 
lor has re~ij:ned a> mananiiijr director 
of the Southern California liroadea^t- 
ers Association, to join KW'IZ. ."^anta 
Ana, Calif, a-^ >ales manajier . . . .lack 
W'illiiiiiis ha> heen named ad\ertising 
and sales prt>mt>tion manager of W RZ- 
W'BZA. r>o>ton-S|)rin':field. William^ 
foriiierl) \va> publicit\ manager for 
KDKA. ^itl^hurgh . . r.eiie .Me- 
W'liite has heen ai)|)ointed sales man- 
ager for W'1>\V. Alhany. White ha- 
heen a time salesman for the pa-[ *ix 
\ears . . . Roger Sheltoii. formerly 
\'ilh KCIL. San Fernando. Calif., has 
joined KFxMR. as a salesman . . . Mai'v 
Jane C»>\ has heen appointed assis- 
tant to the director of research and 
market anahsi- at W RT. Charlotte . . . 
Ken Light has mo\ed from merchan- 
dising direclt>r to acconnt executive on 
the sales ?lafT of \\ CCO. Minneapolis- 
St. I'aul . . . Harriet Baker, formerly 
with WNAC-TV. Uoston. lias joined 
WILD. Hoston. as sale> service co- 
ordinator. 

TV. STATIONS 

Time lue.'s recent broadcast ex- 
ecutive realignnuMit ineliules: 

• Hugh 1>. Terr\ . president and 
general manager of KLZ & KLZ-1A\ 
Denver, has heen elected to the hoard 
of directors of TLF l?roadca>ters. the 
subsidiary which ovns and controU 
Time's station?. 

• Weston C. Pidlen. Jr.. v.|). for 
hroadcasting. has assumed the title of 
|iresident of Twin State Rroadcasting. 
licensee of the Indianapolis ( \\ I'BM & 
\\ FRM-T\' I and Minneapolis ( WTC.N 
& WTCX-TVi stations. 




MAN-SIZED SELLING 

7:15 to 9 a.m. and 4 to 4:55 p.ni. 

Entertainment as the listener likes it . . . 
songs at the piano . . . popular (middle of the road) 

recorded music . . . informative quickies from 
time to lost pets . . . plus solid sell . . . has endeared 

JACK WELLS to listener and client alike! 

For full details, call your KATZ man 
or Lee Fondren in Denver. 




CBS IN DENVER ... Represented by The KATZ Agency 
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SPECIALIZED NEGRO 
PROGRAMMING 

With 100% Negro programming per- 
sonnel, KPRS it efFeclively directing 
the bujring hobitt of itt vast, faithful 
audience. Your tales message wastes 
neither time nor money in reaching 
the heart af itt "preferred" market. 
Buying time an KPRS it like buying the 
only radio ttation In a community of 
127,600 active protpectt. 

1,000 W. 1590 KC. 

KPRS 

KANSAS CITY, MISSOURI 
For avai7abi7ifies call Humboldt 3-3100 

Represented Nationally by- 
John E. Pearson Company 



KROD-TV 
ehannel^^ 



Daytime IS 

BIGTIME 

on 

KROD-TV 
EL PASO 



HERE ARE SOME , 


TERRIFIC PARTICIPATIONS! 


84.6% 


2:30-4,00 PM 


SHARE OF 


NTA, 20th CENTURY FOX, 


AUDIENCE 


David 0. Selznick films 


87.8% 


4,00-4:30 PM 


SHARE OF 


Warner's Kartoon 


AUDIENCE 


Karnival 


74.9% 


5:00-5:15 PM , 


SHARE OF 


Popeyc Theatre 


AUDIENCE 




Call Your Branham 
Man for these and 
other top-rated 
participations 

KROD-TV 

Channel 4 
EL PASO, TEXAS 



CBS 

AFFILIATED with KROD-600 Ice (5000w.| 
Owned & Operated by El Paso Times, Inc 



Rep. Nationally by the BRANHAM COMPANY 




Vt 



vl 



KT L N ««??*>^"5«>if^. 

Case 
History 

62.5% 



If 

Si i 



SALES INCREASE WITH 
'$ EXCLUSIVE KTLN 
I SCHEDULE 

The Reardon Paint Com- 
f:.^ pany, makers of Bondex, 
S'X used 65 spots a week from y 
^pril 15 thru June 8 exc/o- # 
k'i shely on KTLN and with no M 



1-^ 4 i 

% I 



other media involved. KTLN ^ 



personalities and merchan- 
dising boosted Bondex sales ' ' 



J;/ in the Denver area by a 
■ '^ phenomenal 62.5% — top 
I^J sales increase in ony market 
during the 1st 6 months of 
S I '57! 

;< .4-3 

~/ ?^ KTLN can create a suc- 
cess story for your products 
^ % ^""^ services, too. 



1 




■\i Denver's 
'A oA\i\i Independenf. . 



• Ekloii Caini)liell, vice president 
and general manager of the Indian- 
apolis stations, and Philip Hoflman. 
vi(-e president and general manager of 
the \Iinneajioli> (li\ ision, have hecome j 
mendiers of the hoard of directors of 
Twin .State IJroadeasting. 

TIio shifts were necessitated hy the 
recent death of W^a) ne Coy. former 
president of Twin State Broadcasting. 

Iier<''s a (•au(li(lul<' fOf funiiicsl 
proiuolioii <:iiiimirk of llic year: 

K'rVX, Tulsa, has sent out first aid 
kits for tv tiniehuyers including such 
usefid items as: a spare fingernail ("to 
be chewed when your own are ground 
to the elhow — also valuable for 
scratching the surface and getting a 
firm grip") ; Alka-Seltzers, Bayer As- 
pirins, N)tol Tablets, Carter's Little 
Liver IMlls. One-A-Da\ Vitamin Pills, 
as "an eraser (for correcting errors 
made by the rest of the human race)' . 

The station has also enclosed its fall 
program schedule with these instruc- 
tions. "l"\)r painless timebuying. with- 
(jut unpleasant after-effects, use liber- 
ally and regularly." 

Slalioii uolos: \VM)U-TV, South 
Bend-Elkhart, has switched to Channel 
16 . . . WNEM-TV, Flint-Saginaw-Bay 
City, Mich., says it is the first tv sta- 
tion in the country to have a studio 
and main offices at a major airport 
with the move to the busy Bishop 
Terminal Building in Flint . . . 
WJMR-TV, New Orleans, also claims 
a first — first tv station to begin tele- 
casting programs simultaneously on 
both vhf and uhf channels. The si- 
mulcasting experiment is heing con- 
ducted to gather comparative data . . . 
WHDH-TV, Boston, will now begin 
program operatings during the week 
of 17 November. Previously a 1 
November opening was scheduled, but 
an accident at the transmitter sight 
has caused the delay. 

People on the move: Robert 
Lemon has been appointed director 
of programs for WRC-TV. Philadel- 

j)hia. Lemon comes from \\'rr\^ 

Bloomigton, Ind., where he was station 
manager . . . Roland Kay. former 
sales manager for KCBS, San Fran- 
cisco, has been named sales manager 
of KERO-TV, Bakersfield, Calif. . . 
Carlo Anneke, former station man- 
ager of WDSM-AM. Duluth, has been 
named general sales manager of 



NOT NARP 

OF mwe 




BECAUSE MORE PEOPLE LISTEN TO 



WINSTON-SALEM 



NORTH CAROLINA 



than the other three city 
stations combined 



AMFM 




5000 W-600 KC 



AFFILIATE FOR 

WINSTON SALEM/GREENSBORO HIGH POINT 

CALL HEAOLEY.REEO 

II I I 
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\\1)SM I \ . . . J;iiii<'>. KoMnIi 

l.ccii iKiiiicd |)r(.j;ritnt iit;iti;if:«T f..r 
\\1?\1--T\. Iktllitiioic. KoNiiclt rniiic- 
fn.iii W lU: v\ WIJC-'IA. W ii>irnij;inii. 
I). (". . . K<'ii (!(»rl»itt. fintiiiT |)i<>- 
j.i;uii tii;iti:it;('t ;it WTIK. Diirliiitii. lia- 
j"( itii'd \\T\'l). l{:ilcij:li l)inli:iiii. a> 
(lirccliir of iiroiiinlioii aiul |»iil>li<il\ 
l.«'>»is KI«Mii lia> l>c«'ii ihiwiioIimI 
to llic m'\\l\ crcalctl po-t of tiiaiiajicr 
of |»r()j;raiiix and inodiicl inn for 
W Kll/rV.riiiladclpliia. and Kd Mooic 
of the dircclorV >lalT will lake tncr a> 
|)rodn( lioii dirci lor . . . I' i-«'d I'.irli- 
liorii lia> liet'ii a|)|»()iiilcd iiicrcliaiidi>- 
iiifr tiiaiiaj;cr for KCW • Wl \ T\ . Toil- 
land. Ore. lucldiorn forincrK was 
l»roj;rani a>>i>-laiil for lln- K(/\\ • I \ . 

CANADA 

Tlw |»rol»l«Mn of stiilioM proiiio- 
lioiis iiillatin}: lln- <ov« rii}:«' (l:it;i 
•.'.iitlurrd l»> liini's 'l iiiu- IN rioil 
Andinur Study is (iiiisin*: sonic 
<'oii<'«'rii iimoiif: l)otli stiilioiis iiiid 
ad> ♦■rtisrrs. 

Tlic (|nestioii wa- raised rccciitK al 
a nicciinjr to (lisciiss 1?HM > Spring 

l').i7 snr\c\ and tin- mumIiocU nx'd. 
BBM's Tl'.\ .-lud\ nieasiirc's Malioii 

roverajic by lialfdionr> \ ia l!ie mail 

ballot inediod. Dales of field work are 

aiiiioniiced in acKanee. 

Tbe (|nestion was broached b\ bolli 

Lsniaii Potts of CK^^L. London ami a 

V!kCr e\ecnti\e identified onK a- K. 

Small. 

Potts wondered whether stations 
shouldn't be penalized in some wa\ for 
using special promotions during the 
surve\ period. Small said special pro- 
graming during the snr\e) period 
could cause serious bias in the sur\e\ 
data. 

Charles C. Hoffman. e\ecnti\e \ ice 
president of I5BM. answered that he 
had appealed to stations not to indulge 
in such jiractices but pointed out il 
»\as impossible for BBM. which is not 
a private organization, to police such 
situations. 

Hoffman also said that even where 
dates are not announced there is al- 
wa\s suspicion that some sources learn 
about them anywa\. He felt that BBNTs 
current polic\. while not "100' f right 
is necessars at the present time. 
In ol)S<M-> ano«« of Canadian T\ 
Wc«'k last month CHCT-T\ . Calgars. 
operated a closed circuit tv station 
from the main floor of the Hudson 
Ba\ Co.'s store. 

The new "station" assumed the call 



l. ttcr- IIIU:. I \, Chann. l ')'>. ami 
|.r()ad< a>.t -.m-ii honi- dail\ dining the 
week. Dining an a\er.ii;<' da\. ahoiit 
2") -tation people \\er<' on (lllt\. M o-t 
of the program^ were dnplif ate- of 
CIICI TN - regular -hn\\s. 
I\. (!. Smitli X Sou. Toronto ad 
ai:cin \. ha- ln < n cnfrain lii-ed b\ tin* 
CMMB . . . rillec t\ oiitl.t- base 
joined Cl>> T\ a- -ccondars alliliate-: 
Cll \rT\. Medicine Hat: ( IIBCTN. 
Kelowiia: (IKKN TN . Ibnuii. 

RESEARCH 

'W lionu's do the iiio-t radio lixten- 
in::. Il«'r«' are Meil-eii's lindiiig-: 

• In the morning W < of all lioiiie- 
using radio are t\ home-. 

• \fternooii i.'V < . 

• l'.\ ening 00' < . 

IN'isonnel notos: Klliot Johnson. 

fornierU with \. C. Neil-en. has joined 
ARB as Chicago sales representatis e 
Jolin >1. AluM-n. I)a>id V. 
Davies. Cliarles 'l\ Cnnn and Wil- 
liam l{. ."Mncnster base been pro 
moted to account execntises with \. (.. 
\iel>eii. 

FINANCIAL 

Stock iiiarkel (piotalions : Follow- 
ing stocks in air media and related 
fields are listed each issue with quota- 
tions for Tuesday this week and Tues- 



dav the week before. 


Quotations sup- 


plied by Mei 


rill Lynch 


, Pierce, 


Fenner 


and Beane. 


Tno. 


Tues. 




Slock 


8 On. 


15 Oct. 


Clia,i?f 




York- Stork 


K.xrhanp) 




AH-l'T 


16's 


15''s 


-1', 


\T&T 




lf)8'S 


+ 1''^- 
- 's 


\\co 


6 


5"s 


CH> •• \" 


27 


26 


-1 


(^olunil)ia I'ic. 




1.5''^i 




Lo('\\"s 


1.5 


1 r- 


- 1- 


Paramount 


32', 


32' , 




KC.A 


,30' > 


31 


+ 


^lorer 


22''^s 


22'- 


- ', 


20tli Fox 


23'- 


23', 


+ '- 


Ai\ anuT IJro-. 


20 


20', 


+ 'i 


W esiinjilioust^ 


58' s 


.58''s 




American Slo<h 


Kxrhang 




Mlied Artisi> 


2^, 


2'- 


- '. 


\-oi-. \ri. Pro. 7'- 


7''s 




C.&C ^UpiT 




•\ 


.1^ 


Ddiiiont Lal)s 


P. 


3"s 


Gdild Films 


3:'s 


.3', 


1 ^ 


\T \ 


7'- 


1 


1 ^ 



KCRA 



CLEAR 



SACRAMENTO, CAltFORNtA 
ihe highest rated 

IS 




Most PowerfulTwins 

CJON-TV '^Sf 

Arqcntid 




'K,.L<., 300.000 



f 

' 'Captive Newfoundldrtdcr^ 
and latest BBM 9kows , 
85% of dll qrcater $t.JohnS 
homc5 have TV Sets 



WEED CO. U.S. 



SToVtK-CANAOA 





Only ONE is otop the 

Conkinentvl Divide 

Serving both the Atlontic ond 
Pacific Sides of America 

KXLF - TV4 -:- Montana 
Butte 

East— Tkt Wolker Co. 
West— rec'rfic Nortfcwfst Braodcostcrs 



slalion in the Weit! 



I CHANNEL 



^ »iuiivii «>■ v.; 
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lot — with all due deference to the Bard. Advertising has proved it. 



More important — it obtains for people, too. You make 
your own "brand name" by how you think and what >ou do. And this 
very "product image" will determine how much cake you have in 
this vale of tears. 

That's why — if you're in the broadcast field, SPONSOR is 
"A MUST" to receive and read. 

SPONSOR is so necessary because of the singular, definitive 

contributions it makes to an industry that requires not alone facts, 

but a penetrating comprehension of the factors nioti\ating the multiplicity of 

talents it employs. IT'S THE ONE MAGAZINE 

RADIO AND TV ADVERTISERS REALLY USE. And the need 

for SPONSOR grows each day. It is an ever more important information center — 

an ever larger library of ideas — the compilation of the finished and the 

planned creative energies that spark the air thinking of the day. 

To get the most out of SPONSOR, it should be read— AT HOME. It is 
too rich in valuable material for a quick perusal on a 

routing list. Nor docs it serve its fullest function that way for you, because it is a 
publication with the kind of stuff you want to 

cut away and file — a magazine of ideas that will generate ideas in you — 
make you more valuable to yourself and others. It will bring you closer to 
the "product image" you would like your 
name to be. 

For only S3.00 a year — 52 issues of the 
most useful publication in the broadcast field 
will be delivered to your home. For less than 
a penny a day whnt better time buy can you 
make as an investment in yow fiiiure? 




THE WEEKLY MAGAZINE TV/RAOIO ADVERTISERS USE 




REALLY.GETS THE LADIES! 



i 



1 



/ 



r 





QUIZ CLUBI' nowon WRC-TVfrom 
9:30 to 10:00 AM, Monday through Friday, 
is Washington's newest and biggest local 
live attraction. 

"Ouiz Club" has all the features that 
appeal to the ladies: an imaginative 
audience-participation format; inviting 
prizes for both studio and home audi- 
ences; and warm, friendly personalities. 

"Quiz Club's"got plenty of sponsor-appeal 
too. A top-rated time period on Wash- 
ington's number one station* and an 
opportunity to integrate commercials so 
that they're part of the entertainment. 

In all Washington there's no better way 
to get the lady of the house moving in 
your direction. For full details call your 
NBC Spot Sales representative. 

WRC-TY-4 

WASHINGTON, D. G. 



SOLD BY I NBC I SPOT SALES 




*Niels?n Station Index TV Report- Washington Area-July 1957 





// hill's ltni)i)fntn(^ in I . S. duicinmirnt 
that nfjrrf^ ^iionsnrs, agrnnf^, sUit{ofL<, 



WASHINGTON WEEK 



19 OCTOBER 

Cspyrlghl rgS7 
SPONSOR PUBLrCATIONS INC. 



I his ;i \%«'«-k ill wliicli the Itarrmv rcpdi't on iict\%ork prafliccs \>a-> li«'iii^ 

allowed to sink in <|ni(>th. 

IJcp. ICiiiMiiiicI ('«'ll«'i- ( !).. \. V.) anil S«'ii. Joliii IJrickcr (It.. Oliiui. were jusl 
about llif uiiK niics to break -^ili'iire. Botli have i-<iicil rc|)nil- in llic |)a-l liifilily criliral «if 
the notworks. HriiktT lia- iiiti odiu cd a bill ^allillJ^ fi)r I T.C. ici;iiialii)ii of network-^. 

Tlicsc l(><;islalors 1'oiiihI llic ltarro\v report plea-.ant r«a«liii;;. Hriokcr -.liii iii- 
rcport |)ointe(l the wav to about the «ame action- a-< the YCC ie|)oit. wbiic (teller took tin- 
Department of Justice and IT.C to task for not mo\ in;; toward tlie-c L'oal>< iiiiuii more (juickK. 

The F(,(,. iiieaiiu liile. xImmvs no disposition to liiirry it.«< eoiisideratioii of llie 
recfininiendnlioii. Tbe Senate Commerce Committee, ubeii it i<-iied il-> own >lafT network 
report — oka\ed by tbe rommitlce as such, rather tban as a i ommitlee rej^ort -uii-rribe«l to 
by the members— eiilled for VC.C. ediiiineiils villiin 90 «hiys after issiiaiiee of llie Har- 
row ddciiiiiciit. 

This deadline pridiahly will not h,. met if ibe FCC follows its iMCsent inf linalion. 



The FCC. iiii(h'r iie\\ (^hairiiian Doerfer, appears to he slilTeiiiii^ its attitude 
toward Conjiress. Doerfer s.i\s he invites legitimate Congressional imjiiirv and concern, 
but resents efforla of indivifhial legislators to dictate IXC actions. 

His attitude is that the FCC will administer the laws that Conure>s |)as-ed. and must in- 
terpret those laws for itself. If Congress feels that any section of the law i< \ague or has 
been misinterpreted, then it is up to the lawmakers to pa-s a hill elearing up Cinigres- 
sioiial intent — not for individnal legislators to force their own interpretation'- on the Com- 
mission. 

The tentative \ole to (ika\ a trial of pay-t\. soon to be followed with the final vole 
on the scope of the trial, is cnie evideiiee of the slifTeiied altitude. 

Now the FCC has given :i seeond indication with its 1-3 ^ote to <lisniiss pleas 
for rehearing on Iiidiaini])olIs channel 13, lodged by tbe losing applicants. The origi- 
nal award to Crosley Broadcasting, upheld bv this tentative vole which is \irluallv certain to 
be U|)held again on the final \ole, was widely attacked by legislators of both jiartie- as fa- 
voritism to a multiple owner o\er qualified local applicants. 

This action assumes e\en more iinjiortance in view of the fact that it was taken despite 
the ra]iidly-huildiiig Monhler (D.. "Mo.) IFoiise Coniineree suhciniiiiiittee prohe of 
the regulatory agencies. 

Tliis subcommittee, which is working bard on its in\esligalions in |ire|)aralion for hear- 
ings early next year, has made it clear that with res|)ect to the FCC the Indiaiiapcdis ease 
and the Boston Herald-Travelers ca.se will loom large in the prohe. 



The Craven IMan lias heeii laid t(i rest hy the VCC with the reservation that it 
jjossibly could be rev ised after com|)letion of the Tele\"i-ion \llocation- "^tudN Orsanization - 
look into allocations problem*. 

Tlie Cra\en Plan would have junked tbe T\' table of allocations, except for the educa- 
tional resen'ations and some protection- for existing LHF stations. 
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GETTING THE MOST F 




If the Picture •*Pops" 

It Has What It Takes! 

Many a good film commercial has been ruined by a poor presenta- 
tion "on-air." If the picture "pops" out at you, has sparkle and dimen- 
sion, you know it's good. With modern RCA Film Equipment you con 
expect and get the highest quality reproduction and long term reli- 
ability in operation. 





.ONO S.NCH 



WAS 



OUR FILM DOLLAR 




How to Get the Kind of Picture 
Quality that Advertisers Want 

There are two ways to increase the quality of your 
nim programs: 

(a) By using Vidicon film cameras 

(b) By using professional projectors. 

Vidicon cameras give you sharp, clear, virtually noise-free pictures 
of live picture quality. The Vidicon will show every detail that is 
on the film. For example, night scenes are much clearer with new 
Vidicon cameras than with older Iconoscope equipment. Vidicon 
film cameras have ideal tone or gray scale range for high quality 
reproduction of film. A remote light control permits the RCA 
Vidicon camera to be adjusted to optimum operating conditions 
at all times. 

Professional RCA projectors are another requirement for high 
picture quality. Professional film projectors provide a rock-steady 
picture, free from jump and jitter, as well as high fidelity sound. 
Precise optics in the RCA film and slide projectors assure evenness 
of illumination and excellent resolution. 



Whether yau are a station executive, program spansar ar 
agency man, yau'll be helping the cause of good film program- 
ming by advacating the use of up-to-date film room equipment. 
Ask the RCA Broadcast Representative ta show yau aur new film 
manual "Planning TV Film Facilities for Color and Manachrame." 





RADIO CORPORATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 



Imk(s) ® 

In Canada: RCA VICTOR Company Ltd., Montreal 



A round-up of trade talks, 
trends and tips for admen 



SPONSOR HEARS 



19 OCTOBER 

C«tiyrl|ht l>S7 
SPONSOR PUBLICATIONS INO. 



The hitebl wheeliiig-aiid-(leiilinj>; device in time selling: Sueetening the pot Avith a 
l)alch of free spots. 

As a rule, it'-; only the advertiser who is aware of" the frosting. 



Colgate's panel of women consumers now has another area — aside from the com- 
pany's products — to judge: 



They also comment on the Colgate network shows. 



A screen credit which drew a hig yak in Y&R's screening room was missing 

uhen Tombstone Territory (Bristol-Myers) made its debut on ABC TV this week. 
The excised line: "Helicopters by Southwest Helicopters, Ine." 
The era of the film series: Cirea 1880. 
Aerial views via helicopter are common in Iv westerns. 



The penalty inflicted on an agency when a new product fails to pan out can have 
a biblical severity these days. 

One agency recently not only lost the faltering newcomer hut two older brands 

in the same advertiser's familv as weU. 



The season again is approaching when the station rep must double his guard 
against the fly-by-night merchandise promoter. 

In recent years this breed has been flocking to tv for a quick killing among Christ- 
inas gift buyers, with these sad holiday hangovers: 

1) Complaints about the quality of the merchandise. 

2) i-^on-paymcnt of bills for contracted time on the ground that the stations didn't 
produce the amount of orders the promoter had expected. 



C. J. LaRoche this week made a pitch for the ABC TV and ABN account (cur- 
rently held by BBDO). 

Included in the presentation was an analysis of the competitive progress made by ABC 
TV in boosting the average homes per nighttime commercial program. (See culled 
sample of this progress on page 11 of the 12 October SPONSOR-SCOPE.) 



Concern is growing among Madison A\enue showmen that the tv westerns 
may be overdoing the "adult" concept — especially during the early evening hours. 

Basis of this anxiety are extended scenes of drunkenness and scripts highlighting a 
member of the wavward sisterhood. 



An unexpected aftermath of the recent rash of agencj mergers is the adver- 
tiser reaction when one agency becomes subordinate to another. 

A Ne\v York ofEce last \\'eek sent a trouble-shooter to the west coast after an old client 
uf the newly-acquired western division complained he wasn't getting enough service. Real 
reason : 

He once was the pride and joy of that western agency. 
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CRITICS BE DAMMED! 

[Continued from page 32) 

Douglas. '"Tlie tlieater and HolKwoofl 
have been elaborating on the same ba- 
sic plots continuously. \ou that tv 
lias hcconie established as the world's 
biggest entertainment medium, critics 
are more aware of the inevitable show 
c\cle. That does not mean that pro- 
graming isn"t as good or even better 
than it has been." 

In analyzing this season, agency tv 
heads agree with the critics on one 
scort^ — there is less noxeltv about tv 



as the medium matures. But, they 
add, this does not make it less elTeetive 
cither as an advertising or an enter- 
tainment medium. 

Wliat's a season? It's the de- 

scription most frecjuently heard these 
(lays in advertising circles: Tv's i)lay- 
ing it safe this year. But, say the 
agencynien, what is a "safe"' show? 

"If an ageiic) could define a 'safe' 
show, it would buy it," says a toj) 
agency tv v. p. "After all, the agency 
looks for circulation for its clients. 
W^e produce our programing or bu\ it 




A good market steer! The entire 
Beaumont-Port Arthur-Orange 

area (Texas* fourth market) 
is yours when you "buy . . . 

KFDM Beaumont Radio and TV 



CBS 
ABC 




See PETERS-GRIFFIN-WOODWARD, inc 



from the best people available in the- 
ater and in the film industry because 
we want to entertain the largest num- 
ber of people possible. If that's play- 
ing 'safe', then we're doing it." 

The majority of tv critics have ham- 
mered away at "the dullness, the un- 
imaginativeness" of the new shows. 
'J hey seem to have, as a group, an al- 
most built-in penchant for the live 
theater character play and a degree of 
contempt for "escape" entertainment. 
But, say the tv directors, network tv is 
programed for the majority taste not 
for the critics. 

"The client's reaction to the critics 
is hard on the nerves," says the radio- 
tv v.p. of one of the top 20 agencies. 
"While we're planning a show, the 
client is right with us in giving it as 
broad an audience appeal as is hu- 
manly possible. 'We want to entertain 
them, not educate them,' he kept tell- 
ing us. Then a critic panned his first 
show this season as being 'formula- 
ized and cliched.' Our first Trendex 
was very respectable. But was the 
client happy? Not he. He's waved the 
reviews under our nose this whole 
week." 

Critics and ratings: There is remark- 
ably little correlation between the re- 
action of the viewers as indicated by 
ratings and that of the newspaper 
critics. (See chart on pages 32-33 for 
analysis of newspaper reviews and 
ratings.) 

Only 24 out of 113 reviews were 
favorable, 37 were lukewarm, and 52 
were slashing. But the intriguing and 
significant fact to emerge from the 
chart is that the critics are almost in- 
variably out of line with the verdict of 
the audience. 

Maverick, ABC T\^ Sundays, got two 
negative and two lukewarm reviews, 
hut its second Trendex rating (17.2) 
was almost five ratings points higher 
than its first. Against the tough Sun- 
day night lineup, Sullivan on CBS TV 
and Allen, NBC TV, Maverick's 17.2 
is a highlv respectable rating. 

The Phil Silvers Show, CBS TV 
Tuesdays, on the other hand, rated 
three good reviews and one lukewarm 
( a record matched only by the George 
Cobel Sh-oiv, NBC T\^ alternate Tues- 
days). Apparently the audience dis- 
agreed with the critics: Silvers' rating 
slipped from 20.1 to a 14.3 Trendex. 

While this is not intended as sta- 
tistical proof that the critics are always 
automaticalK out of step with the pub- 
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lie, it is interesting to note tlint Oobel's 
rating also slipped from IT.o the first 
week to 1-1.9 on the next rating. 

'■Peo])le read erities for entertain- 
ment, not as a guide to tlieir tv \ie\v- 
ing," sa\s YcSvl{"s Kod Kriekson. "The 
critics are newspapermen, the\'re not 
ill tv. The) write controversial stuff 
to g(>t readership, hut the\ don't con- 
trol what the millions of groups of two 
or three people in the li\ ing room 
tune in to. ' 

Tlu" "xiuUlle .sores'": The most fre- 
quent critii isni of this season, and this 
one is made by some of the t\ pros 
themseKes. is the fact that "t\ s oxer- 



loaded w ith saddle sores." Too man\' 
Westerns, \ elp the critics. Hut here 
arc the facts most agenc\ t\ heads 
stress about the Westerns: 

• T here are still more situation 
comedies on the air than there are 
Westerns. 

• I ntil this \ear, the jiroportion of 
Westerns to other .shows on tv was 
coiisidcrahh below the proportion of 
Westerns to other fdnis that Hollywood 
produces. 

• Last year's ratings showed that 
people like Westerns, and it's to the 
auflience s interest as well as the cli- 
ent's to produce what the people want. 

'"And d(jn t forget that for \ears the 



\umber One Hollywood box office at- 
traction hasn't been Clark Gable, but 
John Wayne.' says Phil Cohen. SSCB 
tv v.p. "Historically Westerns have 
been the heart and soul of the movie 
business, so it's a basic entertainment 
form." 

The exeiteiiieiit fiietor : That's w hat's 
missing this year, say the critics. 

'"The audience is tougher to excite 
these da)s,'' says bed Bates' Jim Doug- 
las, whose \iews on this subject are 
shared by the majorit) of tv pros. 
■■They'\e seen so man\ stars in the last 
few years, so much entertainment 
through tv, that the\ re very hard to 
impress. What unusual things were 
actuall) done in years past that are 
not being done this \ear?" 

Moreover, there are more spectacu- 
lars scheduled for this year. 

"The sjiectaculars are very impor- 
tant for spicing the season," says Bill 
W^iley. assistant director of McCann's 
tv and radio programing services divi- 
sion. "Twenty years ago, a person 
would have had to pay SlOO a seat to 
see all the talent that a spectacular 
ma) ofT(>r." 

Are agencies putting damper on 
experiments? Some of the tv pros 
feel the agencies exercise a more con- 
servative influence on programing. 

"The individual client or packager 
doesn't have the same urge or possi- 
bility to experiment as the network," 
says Bill Wiley. "The investment in 
tv for the individual client is so high 
today that he must try to reach a maxi- 
mum audience right from the start. 
This may rule out certain totally new 
and untested concepts of programing 
which might turn out to have only 
minority audience appeal." 

Agenc) men do w orry about this tv 
season, but not because of the pro- 
graming content, rather because of 
costs. The short life expectancy of tv 
talent has caused talent agents to drive 
harder and harder bargains and pro- 
duction costs have been climbing pro- 
portionately. 

\^'arns the head of tv at one of the 
top five agencies: "The cost-per-1,000 
of the medium is still favorable, but 
we may approach a turning point. So 
far the decrease in ratings is somewhat 
compensated by a larger total audi- 
ence. But increased cost of tv ofTsets 
this again. This may be tv's decisive 
vear: Hold the cost line or clients will 
turn more to other media." ^ 



radio tempo 
reaches the "city on wheels." 

A program with music; 
news-while-it-happens; weather 
and freeway information. 
Los Angeles moves— at home and 
on the road — listening to 
KFWB...the station geared to the 
tempo of the times. 




KFWB 



the personality station 




National Representatives: Branham Co.; McGavren-Ouinn, San Francisco 
Robert M. Purcell, President and General Manager. 
5000 Watts day and night. ..clear regional channel. 



92 



SPONSOR • 19 OCTOBER 1957 



ThanK You, 




People" 



...The furr/ friends of WWJ 



In Sponsor Magazine's first annual TV-Radio trade paper advertising 
competition, WWJ won the first place award in its classification. The 
winning campaign, "Put Your Money Where the People Are," had 
already aroused much interest among agencies and advertisers.* 

Just as WWJ knows how to sell itself, the station knows how to sell 
your product — with sales-minded personalities, more enjoyable music, 
superior news and sports coverage, substantial promotion and mer- 
chandising. 

Judge for yourself. Put your money where the people are ... on WWJ, 
all day, every day. 




Hit Your Real Michigan Target 

Severity per cent of Michigan's 
population commanding 75 
per cent oj the state's buying 
power lives within WW'J's 
daytime primary area. 



* Associate station WW'J-TV won a Meritorious 
Award /or its "Beliet ability" campaign in the 
same contest. 



m m ^ m M M ■ am and FM 

WWJ RADIO 

WORLD'S FIRST RADIO STATION 
Owned and aperafed by The Detroit NeWS 
Nofiono/ RepretenlaUyet. Pelers, CriFin, Woodward, Inc. 



NBC Affiliote 
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FROM OUR HALF MILE HIGH TOWER 




WE LOOK INTO 
310,000 HOMES 

In Washingtan and British Columbia 

From our half-mile tower high atop 
Mt. Constitution, and with maximum 
power, we bring the Northwestern 
viewers the finest CBS progromming 
plus top film features from such 
Hollywood studios as 20th Century 
Fox, Warner Bros., United Artists, 
ond Columbio. 

We've staked out our cloim in the 
richest per capito income section of 
America and Canodo. We've got a 
rich vein of ore thot winds through- 
out the Puget Sound oreo, ond 
reoches deep into the wealthy 
Mother-Lode of British Columbio. Let 
us swing our big pick for your prod- 
uct in the greot Northwest territory. 

Studios In Bellinghom, Washington 




Tv and radio 
NEWSMAKERS 





Edmund C. Bunker has been a|j|)ointed 
vice president and director of station rela- 
tions for CBS TV. Formerly general man- 
ager of CBS-owned WXIX-TV, Milwaukee, 
he succeeds Edward P. Shurick. Shurick 
resigned the post to become executive vice 
president of Blair-TV. Frank Shakespeare. 
Jr. has been appointed to Bunker s former 
.Milwaukee assignment. Norman E. V^'alt, 
an account executive for CBS TV Spot Sales, has been elevated to the 
post of general sales manager of WCBS-TV, previously held by 
Shakespeare. In another station relations appointment, Robert F. 
Jamieson, manager of CBS TV Sales Service, was named to a newly 
created post at CBS — manager of station contacts. He will report 
to Carl Ward, national manager of station relations. 

Dean D. Linger is the new director of ad- 
vertising and promotion for ABC TV. He 
replaces John H. Eckstein, who has re- 
signed. Linger is a veteran of 13 years in 
radio-tv, on both the network and local 
levels. For the past five years he has been 
sales promotion and publicity director of 
CBS-owned KXXT-TV, Hollvwood, and the 
CBS TV Pacific network. Linger spent the 

eight previous years with ABC in Chicago and Detroit. He joined 
the ABC Central Division publicity department in 1944 and was 
named assistant promotion manager of the division in 1946. The 
following four years he was radio-tv sales promotion and publicity 
director of WXYZ. and WXYZ-TV, ABC-owned stations in Detroit. 
Linger returned to Chicago in 1950 to head up ABC's Central Divi- 
sion promotion department. A graduate of the University of Chi- 
cago, Linger began his career as an English instructor. 

George H. Morris, a Memphis. Tenn., tv 
executi\e. has been named vice president 
and national sales manager of WSIX-TV. 
Ch. 8. Nashville. Louis R. Draughon. 
president of WSIX. Inc.. announced the 
appointment effective 10 October. Morris 
was fornierh commercial director for 
WHBQ-TV, Memphis. Previously he was 
western sales manager, Chicago, of RKO 
Teleradio 0 0 Stations. He joined the RKO firm in 1954 as gen- 
eral sales manager of WHBQ-TV, Hartford, after holding sales posi- 
tions with KMBC, Kansas City, and the W. W. MacGruder adver- 
tising agenc\. Denver. A native of Taunton. Mass., Morris is a 
graduate of Providence College and is a World War 11 veteran of 
both the Army and Xavy. He is a member of the \ational Adver- 
tising and the New York Sales Executives clubs. 
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SALESMAN 



SELLS BEST BECAUSE 
IT'S VIEWED MOST 
I IN DETROIT AND 

)UTHEASTERN MICHIGAN 

Again, for two successive months, July and 
August, 1957, of the 4 Detroit stations, 
Channel 2 had 

7 out of the 10 

TOP SHOWS 

And 2 out of those 7 were NON-NETWORK! 
ARB and Pulse ratings like these are the rule, 
not the exception on the station that's first 
choice with viewers in metropolitan Detroit 
and Southeastern Michigan 

PICK THE STATION THAT SATURATES 
WHERE BUYING POWER CONCENTRATES 



VJBK-TV 



CHANNEL 




DETROIT 




There's a lot more to th( 
"Detroit Television Market' 
than just Detroit alone! Of thi 
1,700,000 TV homes in th< 
area WJBK-TV serves. 800,00( 
are outside Wayne county, ii 
heavily populated Flintand For 
Huron for example. And WJBK 
TV is No. 1 (ARB and Pulse 
with outstate viewers, too! 



MAXIMUM POWER! 
100.000 Watts, 1.057-ft. Tower 

COMPLETE FACILITIES FOR 
LOCAL AND NETWORK 
PROGRAMMING IN FULL COLOF 

TOP CBS AND LOCAL PROGRAMJ 




K9prms9nfd by THE KATZ AGENCY, INC 
STORER NATIONAL SALES OFFICES: 625 Madison, New York 22, N.Y.; 230 N. Michigan, Chicago 1, III.; Ill Sutter, San Francisco, Cal. 




Tv's destructive critics 

A ?.iiiall hand of ex-iepoilci > who have iciiiarkahK little 
piihlir iudiieiice are n()iietliele>> one of t\'> major prohlenis. 
\W' refer to the eritio who thi.^ \ear lune been >o abusive as 
to make il miraeiiloiis any aiidieiue reinaiii>. 

That there is an audience, and likely a larger audience 
than la^l ycnv, is just one sign of the feebleness of the critic's 
impact on the \ iewer at home. 

But impact within the industr) is becoming a pressing 
problem. Even some professional t\ people have been dis- 
heartened and wc diink confused by the critics. 

Tv is far from perfect, especially when it turns out imita- 
tion after imitation of its hits. But the wor>t shows don't 
deserve the kind of abuse poured out by the critics wlio often 
seem to be trying to mimic Dorothy Parker rather dian to 
make a balanced appraisal. 

^\ e are sure some wavering shows would have a better 
chance to correct their mistakes if the tv reviewers were more 
constructive. As it is now often critics who would have trou- 
ble telling a stock company a]3art from a Broadway cast are 
in a position to panic client cxecntiACs who ought to know bet- 
ter than to listen to a jieanut gallery spawned out of the 
police beat by way of the feature desk. The resulting hys- 
teria among agency and network ranks makes remedial work 
difficult and contributes to the casualty lists. 

The rep ratings 

Recently sponsor's articles on national representatives, 
which anonymousl) rated the reps in various service cate- 
gories on the basis of a timebuyer .survey, created some mis- 
understanding and confusion. 

Supposed "ratings." allegedly coming from sponsor, are 
being passed along the word-of-mouth grapevine. 

The results of the SI'ONSOK survey, and their attendant 
ratings, were top secret. They will continue to be. None of 
the ratings brought to our attention are even close to accuracy. 

SPONSOR urges, in die interest of authenticity and fair play, 
that no validity be g'wen to any supposed rankings. 

THIS WE FIGHT FOR: Tv has brought more 
and better entertainment to more people — free 
than any other medium. The station which 
isn't saying so now in the fight against fee tv 
isn^t doing right by the American public. 




lO-SECOND SPOTS 

Doers: Thanks to his secretary's mono- 
grain, correspondence from Alan C. 
Tiiidal. jnesideiit of X^'^SF'R, Spring- 
field. Mass.. cuds with this sign-off at 
lower left: ACT: now. 

Other cheek: Don Uomers. a Terra 
Haute radio-tv dealer ran this ad in a 
local paper: 

"CONG RATI LATIONS to the per>on 
(or pers(jn<l who took the GREEN EM- 
ER^^ON TRANSISTOR RADIO, Model 
888. .Serial 37 1-;98 19938 from my store, 
Monday i-\ening, Sept. 23, 1957. You are 
now eiijoyinj: the world's finest portahle 
tran'-i^tor radio, in fact you could Iiave 
not e\en BOUGHT a hetter one. Inas- 
much as I have been forced to give you 
the al)o\c radio, I want you to have the 
balance of the equipment you failed to 
take: 1 ear phone ... 1 leather carrying 
case ... 1 statement marked PAID IN 
F'ULL (So that your conscience will not 
bother you). Please call at my store at 
your earliest convenience to pick up 
iteni>. I promise no prosecution." 

Wider, please: Vi'atching a closed-cir- 
cuit color t\' demonstration of oral 
surgery at WBEN-TV, Buffalo, a -\ew 
York dentist said. "Close-ups of pa- 
tients mouths were gems of technical 
excellence." Shades of D. W. Griffith! 

Chow: In Cleveland, to mark Colum- 
bus Day, \V sent major agencies 
"long-playing pizza pies. ' With 33 
anchovies? 

Pay-off: Allmayer. Fox & Reshkin 
Agency of Kansas City reaped the re- 
ward of it? 600-spot radio campaign in 
Birmingham for Real-Kill Insect Spray 
when a Birmingham movie theatre 
showed a sci-fic pic based on a city 
overrun by giant insects. At the crucial 
moment when it appeared the insects 
would take o\er. someone in the bal- 
cony cried out: "Mama, get Real-Kill' 

Combo: \BC TV's Steve Allen fore- 
sees combining the popular features of 
a quiz show and a Vi'estern into one 
hit where the cowboy holds up an iso- 
lation booth. 

Enterprising: \^'CHS-TV. Charleston. 
W. Va.. has sent a wire to the Russian 
delegation in Washington asking for 
availability of advertising space on the 
newly-launched satellite. Sputnik may 
turn out to be the only medium with 
both time and space rates. 



Sl'ONSOK • 19 OCTOBER 1957 



speaking of figures 




DALLAS 
IS CHANGING 
STATIONS 



NOW — 



KIXL 



IS A SOLID SECOND* 



IN THE METROPOLITAN 
DALLAS MARKET 



^ACCORDING TQ AUGUST-SEPTEMIER HOOPER 



FOR COMPLETE DETAILS 
CALL OR WRITE 
BILL MORGAN — GEN. MGR. 



Owned and Operated by 
VARIETY BROADCASTING 
CORP. 
LEE S EG ALL 
Chairman of Board 



KIXL 



REPRESENTED BY H-R R E P R E S E N TAT I V E S - * C L A R K BROWN IN SOUTHWEST 




special 



Very few places beat BufFalo when it 
comes to snow! In BufFalo, no station 
beats WWOL when it comes to delivering 
more listeners per dollar. 



SNOWSTORM 
WA R N I N G 
TO 

TIME BUYERS* 



Don't get snowed under 
an avalanche of spots 

No double spotting — no triple spotting 



on 



WWOL. 



\A^\A^O L GIVES THE LOWEST DOLLAR COST PER LISTENER IN THE BUFFALO AREA' 



WWOL 



HOMES REACHED PER DOLLAR 

NET STATION NET STATION NET STATION NET STATION IND. STATION IND. STATION 
//A// iiQii iir^ii "r\" "A" iiu" 



1277 



853 



'B' 
314 



870 



325 



417 



1055 



BASED ON : *SRDS CLASS A — 1 2 Noon — 6 P. M. — May '57. Buffalo Area Nielsen 
Report June '57 (page 5). Monday thru Friday, 12 Noon — 6 P.M. 




Dig out the facts and figures 



lELSEN 



Natmnal Representative : FO R J O E 




PULSE 



(3ieC^ HOOPER ^ 

I CJt^IyC The 50 national advertisers *A 

l^'^l ^^"^-^ ^ who now include WWOL W^P^ 
J radio in their budgets! J^^^^^ 





315 MAIN STREET 
BUFFALO, NEW YORK 



